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| Mes What are the essentials of an ideal caster E metal bed socket, this caster becomes adapt- 

"4 line? Quality of Product and... the abil- — a able to either wood furniture or metal beds. 
& 7= ity to serve all needs from a small stock, : , One caster instead of seven supplies the same 
thus assuring quicker turn-over, greater profit, customer demands. 


Learn the real facts about selling casters 
at a profit. Send for full information on the 
Simplified Bassick 

Line of Floor Pro- 


simplified selling! 


See the Bassick line with its patented, exclusive 
improvements, and you'll see complete fulfillment 








of every requirement. The latest Bassick development \ pea worth nl tection Equipment. 
is the interchangeable caster, illustrated here. By simply jong } an ge Aarne 
h : : : f durable composition The BASSICK Company 
changing from grip-neck socket to the proper size of { saat te te aetee A 
ed range of wood and Bridgeport, Conn. 
. steel wheels. | 
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rtd at the psychological moment 
when housewives everywhere are 


thinking about the care of 
their floors for fall and winter 
this smashing campaign in 8 
national magazines starts sell- 
ing for Dri-Brite Floor Wax. 
Prepare now to cash in on 
the greatest magazine adver- 
tising Campaignever sponsor- 
ed by Dri-Brite—the oldest 
advertiser in the no-rubbing 
wax field. 


Dri-Brite is by all tests the 


| Reaching 28,000,000. 
rospects this Fall 





Speed your Dri-Brite sales by fea- 
turing this pyramid open display 
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most satisfactory floor wax to handle. 
Every can sold nets the dealer a real profit 


and builds consumer confi- 
dence. Women have learned 
by experience to insist on the 
original and genuine no-rub- 
bing wax and to “look for 
the magician on the can.” The 
easiest way to make money 
on floor wax is to follow the 
course of least resistance 
which means displaying 
and pushing Dri-Brite—the 
wax of no regrets. 


Made only by MIRACUL WAX COMPANY 7 7 1322 Dolman St., St. Louis, Mo. 


Dat-Barre Wax needs no rubbing 
and no polishing. Just apply 
Dar-Barre; wait 19 minutes; and 
it dries bright with a lustrous 
wax surface. Non-greasy, no 
offensive odor, not slippery. 





Hardware Age, published every other Thursday by Iron Age 
P St ‘ew York, N te’ 


Publishing Co. Publication office, N 
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Drai-Brite Wax leaves a hard 
wax finish. Dirt and dust do 
not penetrate but stay on top 
where they can easily be re 
moved by an occasional going 
over with a dry mop. 





Recent scientific tests by Foster 


D. Snell, Chemists-Engineers 


of Brooklyn, N. Y., proved 





what housewives already knew 
—that DrrBritelasts much 





longer than other waxes. 
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TWO MONTHS FOR DUCKS 
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CHECK YOUR STOCK OF NITRO EXPRESS 


FTER some delay the 1933 duck season has been announced from 
Washington. It varies for the different zones, but every state has 
practically two full months of duck shooting. 
That's not as long as it used to be, but it’s long enough to sell a lot of 
Kleanbore Nitro Express Shells. As a matter of fact the shorter season is 
driving shooters to Nitro Express. With fewer days to shoot they want to 
make every day count, and they know that for a long-range, hard-hitting 
load that brings ‘em down at unbelievable distances there's nothing like 
Nitro Express. Even for upland shooting, you'll find a big demand for 
Nitro Express because their pile-driving smash makes clean kills and reduces 
the number of crippies. 
Be prepared. Don't be caught with short stocks. The dealers that have them 
on the shelves will sell them this fall. REMINGTON ARMS COMPANY, INC., 
BRIDGEPORT, CONN. Originators and Sole Manufacturers of Kleanbore Ammunition. 
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| Remington, 
KLEANBORE 


SHOT SHELLS 
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NEW FALL ADVERTISING 


NEWSPAPERS « - NATIONAL MAGAZINES. - 
to sell quality idea 
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FOR NICHOLSON FILES 


, FARM PAPERS. . BUSINESS PAPERS « « 
with new copy theme 
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Every housewife a prospect for housewares ~ every department of 
housekeeping calls for Polly Prim equipment. Polly Prim is a complete 
line and as shown below covers the houseware needs of the home. 


ELECTRICAL APPLIANCES ... Toasters—irons OIL COOK STOVES 
Waffle lrons — Heating Pads — Grill Stoves — Room KITCHEN CUTLERY r 


Heaters — Percolators — Urn Sets. 
ELECTRIC WASHING MACHINES ay See 
ENAMELED WARE... Percolators—Water Pails 


VACUUM CLEANERS Dishpans— Saucepans —Double Boilers — Coffee Pots 

Tea Kettles—Pudding Pans—Wash Basins—Dippers, etc. 
CARPET SWEEPERS Copper Bearing GALVANIZED WARE 

(rust resisting) Tubs — Pails — Sprinklers — Coal Hods | 
GAS RANGES Wash Boilers -Garbage Pails— Measures (liquid, dry.) 
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thing in hardware 


is HOUSEWARES 





Putin 


SIMMONS HARDWARE CO. 





largest line of housewares under one brand 


Recent merchandising successes turn the spot- 
light on housewares. For the modern woman is 
a universal year-round customer. 


On articles for the home, the modern woman 
has the “say” and her purchases of housewares 
are a rich source of profit to the hardware 
dealer who can win and hold her business. 


But the woman of the home is an exacting buyer 
and knows values. Polly Prim meets her require- 
ments exactly, not only because it is the largest 





SIMMONS HARDWARE 
COMPANY 
ST. LOUIS, MISSOURI 


“The Recollection of QUALITY Remains Long After the 
PRICE Is Forgotten.” 
—E. C. SIMMONS 
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line of housewares under one brand, but also 
because every Polly Prim article is a specially 
picked value of highest quality in its field. 


Its wide standardized assortment, all priced 
moderately, offer an effective sales lever with 
repeat sales assured, for one Polly Prim article 
sells another. 


Send coupon for information on how Polly Prim 
can bring you bigger, year-round profits by 
selling to your best customer — the housewife. 


SIMMONS HARDWARE COMPANY, St. Louis, Missouri 


mcnee 


Please send me full information on the complete 
line of Polly Prim housewares and its greater 
profit possibilities in the modern hardware store. 





Name...... 
an oe sans kev iwhwceenw ae 


ico ts: sns dosh adr races mentan , 














Score Your 


SELLING ADVANTAGES 











PRESTIGE: You link your store with the 
best known trade-mark in the electrical 
industry. 





nN 


ADVERTISING: The advertising of 
MAZDA lamps made by General Electric, 
has always led in volume, in continuity, 
and in effectiveness. 





Ww 


DISPLAY SERVICE: General Electric 
spends more money than any other lamp 
manufacturer to develop, pre-test and make 
(-E displays the most outstanding in the 
whole merchandising field. 





IDEAS THAT HELP YOU SELL: 
General Electric searches every branch of 
retailing to find effective ideas so that we 
can pass on to our alert agents, new, sound, 
proven ways to sell more lamps. 





wn 


QUALITY: General Electric research. pius 
MAZDA Service, means that Edison 
MAZDA lamps are always first with 
new improvements. 480 inspections, processes, 
and tests in manufacture insure quality. 





o 


CONSIGNMENT PLAN: Stabilizes prices 
and assures satisiactory profits. No ob- 
solescence to charge off. No investment 
in stock... mo price cuts. 











ORGANIZED CAMPAIGNS 
AND CONTESTS. 


~~. + {— — 








THE product that wins sales is the product that scores up the 
most points in selling advantages. 


Chief among the selling advantages behind Edison Mazpa 
are pre-tested selling campaigns. 


7. Organized Campaigns 
and Contests 


General Electric regularly institutes and carries on organized 
campaigns and contests to stimulate the sales of its lamp agents. 
These contests are carried on from year to year because they have 


been phenomenally successful. They put the game spirit in busi- 


ness. They give lamp agents definite marks to shoot at. They 
put the sales people on their toes. They attract the attention of 
the public. 


In these campaigns, General Electric supplies lamp agents with 
sound, pre-tested selling plans. These plans put the same high- 
powered selling tools that the largest stores in the country use, 
into the hands of every agent who adopts them. General Electric 
backs up these plans by simultaneously increasing its advertising 


to the consumer. 


The experience of Dunn’s Store, Boli- 
var, N. Y., in last fall’s activity shows how 
these campaigns build sales. They tied in 
wholeheartedly, writing that, “When cus- 
tomers entered our store, in whichever 
direction they looked, they were reminded 
of Edison Mazpa lamps. Result: 

70% increase in business in October 


and November over the same period 
of the previous year. 


That how General Electric 
activities pull traffic. It also shows why 
Point 7 is one of the biggest selling ad- 
vantages behind Edison Mazpa_ lamps. 
General Electric Company, Nela Park, 
Cleveland, Ohio. 


shows 





Our October and November 

advertise ments tell millions 

to buy lamps where they see 

this banner. Putitupin 
your window. 


EDISON MAZDA LAMPS 


GENERAL 56) ELECTRIC 
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Enter the ALL-AMERICAN 


CHAMPIONSHIP FIGHT 


Knock out 
Kid Putemoff 


KID Putemoff is the champion of Depression. Delayed 
Buying and Cheap, Inferior products. 


And here is your chance to sock him on the button and 
put him to sleep. 


The All-American Championship Fight is the fall ac- 
tivity for Edison Mazpa lamp agents. October and 
November are the big months. 


It pits you against Kid Putemoff for the “championship 
belt’”’ of the Lamp Merchandising World. 





bp Get in and win 


Show the kid what a good, clean, 
hard fighter can do against a palooka 
that never should have been allowed in 
the clean merchandising ring. 





b And here are the punches that will 
op aheee:-xigesatal sec leave him groggy. 


lamp waste current 
Right Hook! The greatest fall 


a advertising campaign ever put on for 
Edison Mazpa lamps. 


rm 


Kacel Left hooks! Smashing window dis- 








EDISON MAZDA LAMPS ~ ae ® 
even oeres plays of Edison Mazpa lamps will 





make the kid back up. 


Uppercuts! Stiff jolts with General Electric’s pre- 
tested selling ideas will get the fight going your way. 


The Knockout! Talking lamps to your customers for 
the purpose of selling them all the lamps they need to fill 
empty sockets plus one more lamp as a spare! 


This All-American Championship Fight is another of 
those spectacular and colorful activities the General 
Electric Company stages to help your lamp sales. It will 
give your fall selling a wallop like Carnero’s. Enter it. 
The purse is the biggest fall business you ever had., 
General Electric Company, Nela Park, Cleveland, Ohio.’ 


EDISON MAZDA LAMPS 


GENERAL @ ELECTRIC 
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Hardware mounted on the inside 


EGARDLESS of whether a garage is 

of new or of old cometeads inn. its 

door action should embrace the overhead 
principle of the 


No. 900 National 
Door Set 


The very last word in inventive genius 
brings to the motorist a trouble-free door 
manipulation. Quick entrance and exit 
without strain or exertion—easily operated even by 
a child. Steel roller bearings and large vertical 
springs acting as a perfect counterbalance for the 
weight of the doors promote easy action always. 


Doors are furnished in a wide variety of sizes and are 
completely glazed. Hardware is mounted in place, e 
thereby greatly simplifying installation. All sets are 
thoroughly tested before leaving the factory. 


Complete satisfac- 
tion always follows 
the installation of 
No. 900 Door Sets 
also a high per- 
centage of profitable 
repeat business. 






Below—special 
closing feature 





Above—note 
rabbeted joint 


STERLING 


National hardware is 
retail dealer—a policy that promotes qual- 
ity, service and direct selling cooperation. 


NATIONAL MANUFACTURING 
COMPANY 


For the new 
Garage 





The logical 
door action 


For the old 
Garage 





A modernizing 
rejuvenation 





Enhances the beauty of every garage 


AN ANNIVERSARY 


This month marks the thirty-second 
anniversary of the National Manu- 
facturing Company. Today finds the 
modest factory of.1901 grown to a 
spacious modern plant manufactur- 
ing a diversified line of products 
embracing almost every need in 
builders’ hardware. 


Thousands of dealers throughout the 
United States are sharing in the con- 
tinuous progress of this popular line 
of hardware. Write for full particu- 
lars regarding dealer representation 
in your locality. 


sold direct to the 


ILLINOIS 
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| ‘Where 


DO WE GO 
FROM HERE?” 


Many roads to choose from. Roads that wind back 
and forth to nowhere—other roads that lead to quick 
success—others, still, that lead to equally quick disaster. 
Which is the right road to your goal? . . . Standing at the 
cross-roads is a weary old man who has travelled every 
foot of every way. His name is EXPERIENCE. 

He knows that no retailer of hardware goods has ever fol- 
lowed a continuous cut-price policy and stayed in business. 





... that no manufacturer of cheap, cut-price goods has 
ever endured in the hardware field. 

... that no dollar lapped off a standard price can ever be 
reclaimed. It is lost forever to every member of the industry. 

... that no dealer in cut-price goods can even temporarily 
succeed without taking bread from someone’s mouth, his 
competitor's, his community’s, or his own. 

In 46 years Cyclone has never departed from a policy of 
manufacturing quality hardware, nationally advertised and 
sold at prices fair to the retailer and the consumer. We have 
become leader in our lines, and today our outlook is brighter 
than ever. Thousands of dealers, who have joined with us 
in this fight for quality, are in business and prospering. 
They will stay in business and continue to prosper. 


yclone 


Reg. U. S. Pat. Off. 


CYCLONE FENCE COMPANY 


General Offices: Waukegan, III. 
BRANCHES IN PRINCIPAL CITIES 





SUBSIDIARY OF UNITEDIYS STATES STEEL CORPORATION 


Pacific Coast Division: 
STANDARD FENCE COMPANY 


Oakland, California 





SCREEN CLOTH LAWN FENCE “RED TAG” GATE CATCH-ALL BASKET BURNER BASKET 
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on the ‘Job ITI 


Gottschalk’s Metal Sponge, the original sanitary 
scouring device, is packed in an attractive car- 
ton ready for instant display on your counter. 
Every housewife knows the value of this house- 
hold accessory. It has been nationally adver- 
tised for years. 


Don’t pass up a single opportunity. The power 
of suggestion brought about by keeping 
Gottschalk’s Metal Sponge constantly in sight, 
will bring you many an extra sale . . . and the 
repeat business in this item is a proven fact. 


There are two other items in the Gottschalk 
line . . . Kitchen Jewel and Hand-L-Mop. 
Every modern household needs all three. Order 
today from your jobber. METAL SPONGE 
SALES CORPORATION, Lehigh Avenue and 
Mascher Street, Philadelphia, Pa. 


Gottschalk’s 


METAL SPONGE 





HARDWARE AGE 








This Powerful Sales Display FREE 
ATTRACTS ATTENTION—PULLS ORDERS! 


Get this beautiful four-color Display. It’s helping many dealers increase 
their Roller Skate Sales. Convenient size for Window or Counter 
use. Illustrates Cross Section of Rubber Tire and Steel Wheel, also 
channel arch. Holds two skates—one upright, the other with wheels up. 
And do the boys and grown-ups like to spin the wheels. This actually 
makes sales. 


When your customers see the Cross Section of wheels—how much longer 
they spin and examine their sturdy construction, they recognize at once 
“Chicago’s” Super Quality and prefer them. 

Write for one today! It’s a valuable tie-up with our National 

Advertising and a real Santa Claus for increased Christmas Business. 

We will include a quantity of Booklets and our New Sales Manual 

Sheets for your clerks. 


CHICAGO ROLLER SKATE CO. 


Roller Skates with Records for over 28 years 


4456 W. Lake St. Chicago, Ill. 









No. 101 FLYING SCOUT 


Double-Tread “Triple-Ware”’ 
Steel Wheels, Rubber Cushioned Trucks, 
Riveted Bushings, Grade “A” Ball Bear- 
ings, High heel back, Extra Wide Clamps. 
Kright Nickel finish. No. 101 Fully 
The World’s Greatest Roller Skates. 


Protected by 
Patents. 
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A COMPLETE SYMPHONY 


The theme song—“1 he Advantages of 
Electric Refrigeration”—calls for the 
whole orchestra of electric refrigerator 
dealers, distributors and central 
station men. The rractical method of 
procedure is cooperative local adver- 
tising and exhibits. 


It is vital that the audience —the 
American public——hear this theme 
song over and over. That is the way 
electric refrigeration consciousness is 
created and increased. That 
is the least costly way to 





maintain it. Pg rendering the theme song. 
7 INVEST ~ separately, all alone, and 

Then comes the solos —the fe IN AN there is no symphony. 

product advertising of the §& ELECTRIC | 

various manufacturers, each :. REFRIGE If there is discord where you 





properly trying to gain the 
most applause— each an effort 


RATOR 
Eto oF 


to sell a particular make of electric 
refrigerator. 


Analyze it—isn’t that the logical, the 
economical way to make people want 
electric refrigerators and to buy them? 
Tell them first why electric refrigera- 
tion is desirable - then tell them the 
merits of a particular refrigerator. 
Theme song first— then the solo. 


The weak spot is not the solo work, but 
the theme song. Inmany com- 
munities the soloists are each 







are, discuss it with local cen- 
tral station men. 


ELECTRIC REFRIGERATION BUREAU 


SPONSORED BY THE EDISON ELECTRIC INSTITUTE 
420 LEXINGTON AVENUE, NEW YORK CITY 
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ITS HARD TOS} TALK” EXPERIENCE 


its actual results 
that sell fencel 
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A LABORATORY test proves so and so—a metal- 
lurgical experiment demonstrates something else. 
All well and good—and necessary in the interest 
of quality. But—and this is the biggest ‘‘but’’ 
you ever heard of—such claims alone do not sell 
fence on a permanent, staple basis. Today—as in 
the past—a great majority of farmers purchase fence 
on the dictates of experience—on its time proved 
record of performance—on its demonstrated ability 
to serve longer and more economically. The fence 
they choose is Zinc-Insulated Fence—the largest 
selling brand in the world. Capitalize on this great 
preference. 


























Zinc-Insulated Fences . . Steel Fence Posts . . American 
Steel Gates. . Banner Poultry Fences . . Protector Poultry 
Fence .. Netting .. Bale Ties .. Nails, Tacks, Staples.. 
Barbed Wire . . National Expanding Anchor Dirt Set 
End and Corner Posts . . Wire Clothes Lines . . Wire of 
all kinds. 













“ — 


AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF waren QS stares STEEL CORPORATION m : Em be dag = New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES irst National Ban g., Baltimore 
Pacific Coast Distributors: Columbia Stee| Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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And the 
Holidays 
Are Just 
Ahead! 


Generally speaking the sale 
of roller skates is not con- 
fined to any particular sea- 





son—there’s plenty of skat- 





ing days ahead for every 
skater. 











Where freezing tempera- 


tures are seldom if ever encountered, roller Beys and girls are always delighted when 
skating is usually enjoyed throughout the they receive a holiday present of a pair of 
entire year—every month finds customers attractive roller skates—remember the holi- 
for roller skates. days are just ahead. 


Thousands of pairs of roller 
skates are also given to children 
every year as appropriate birth- 
day gifts—and every boy and girl 
has a birthday once a year. 


UNION 


HARDWARE 
Ball-Bearing Extension Roller Skates — 


are constructed to give complete satisfaction to every cus- 












No. 4 
For Children 


No. 5 
For Boys 
and Girls 





ATR ORD ri tomer. Most dealers find it helps sales when they display 
rer them with other gift items. 


And if you sell Union Hardware Roller Skates those who are 
privileged to also go ice skating will want the same depend- 
able make—why not profit by selling BOTH kinds? Union 
Hardware Skates make customers and hold them. Your 
Jobber will supply you. 


All Jobbers Sell Union Hardware 
Roller Skates. Send for Catalog 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. g 
Established 1854 


TORRINCTON, CONN. | 
New York Office 151 Chambers St. WI 










Each pair of skates packed 
in attractive individual 
carton. 
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WHAT IS SOLKA? 


Solka is highly purified 
cellulose fibres, the same 
remarkable ingredient as 
used in the manufacture of 
textiles, shoes, roofings, and 
a host of products that 
require resistance to deteri- 
oration from age or exposure. 
Solka fibres have tremendous 
strength, flexibility and tough- 
ness and yet are so absorbent 
that they are preferred for 
use in the manufacture of 
products which require 
the maximum impregnation. 
Solka fibres when felted 
together as a base for Asphalt 
Roofings are permittedto carry 
the inspection label of the 
Underwriters’ Laboratories. 














ey 


The following roofing manufacturers list 
Solka Base Roofings in their price schedules: 


The Philip Carey Company 
MeHenry-Millhouse Mfg. Co. 





LONGER 
LIFE 


Contains at least 30% more 
asphalt to combat the elements. 





2. MORE 


FLEXIBILITY 


Moulds easily around angles 
and corners without breaking. 


3. GREATER 


STRENGTH 


Resists tear and puncturing to 
unbelievable degree. 


4. FIRMER ~ 


NAIL GRIP 


Clings to nails under wind pres- 
sure without breaking or cracking. 


Hips— Valleys— Ridges—Flashings 


SOLKA Roofs Lay and Stay Snug 
This Bending Test Tells You Why! 


Iie Solka Base Roofings over your 
desk at right angles. Bend it fees 
again. Regardless of this abuse, you 
will find Solka Roofings free from 
cracks or breaks. Solka Base (purified 
cellulose) gives your carpenters and 
contractors flexibility so important in 
laying snug hips, valleys, ridges and 
flashings. 

Solka flexibility is only one of the 
four sales and application features that 
enables you to demonstrate as well as 
talk roofing quality. Solka Base Roof- 
ings have longer life and durability. 





The Weaver-Wall Company -_ 


BROWN COMPANY, Portland, Maine 6-10-33 
Please send the free Solka Sales Demonstration Packet. We want more 

roofing and re-roofing jobs. 

Name of Company........... 


They offer greater resistance to tear and 
puncturing. They provide firmer nail 
grip under wind pressure. 


Whatever your favorite brand of 
Asphalt Shingles and Roofings may be, 
you can give your customers more roof- 
ing value per dollar with roofings of a 
Solka Base. 


Mail the coupon for a free Solka 
Sales Demonstration Packet. Convince 
yourself first. Then have your carpen- 
ters and contractors use the packet to 
get more roofing and re-roofing jobs. 





WHEN IN NEW YORK BE SURE TO SEE THE SOLKA EXHIBIT—ROOM 1413, GRAYBAR BUILDING 
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There’s 


an easy sale in every Florence 





























take for instance THE NEW CIRCULATING 
HEATER WITH CONCEALED COOKING TOP 


A handsome piece of furniture in walnut grain porce- 
lain enamel. Resembles a small radio; has flat table 
top, hinged at back. Lift this and presto — a practical 
cook stove with porcelained black cooking top and 
two lids with asplasher back. What could bemoreprac- 


nomical, with facilities for any normal topstovecooking! 

Here is just one of the new items in the Florence 
Line — the line that has made a hit with the trade 
from Maine to California. Whether you serve the big 
city or the small town you will find a selection in 


tical for the small suite! 


Plentiful heat, clean and eco- 


Florence to meet your trade needs. 


If it’s Gas Ranges, look at the Florence “Three Thousand” Series 





in white and gray or green and ivory. 
Here is something new — yes, new— 
in gas ranges: the ‘‘Daylight’’ top 
that you can use for right or left-hand 
installations because the oven casts 
so little shadow. 

And that’s only one of the improve- 
ments! It has the new cone-type 
burners; automatic top burner lighter; 
dust-tight smooth porcelained top 
around grates; insulated oven; elevat- 
ing, smokeless broiler pan 


Look into the Florence Line for 
profitable oil stoves, oil-burning heat- 
ers, range oil burners, portable ovens, 
gas ranges. Florence has popular con- 
fidence, earned through 60 years of 
fair dealing. It has the endorsement 
of leading testing laboratories. It 
offers the dealer a live-and-let-live 
policy that broadens your profit mar- 
gin. It’s a line that stays sold—builds 
trade. And it is backed by sound, 
strong advertising. 


FLORENCE STOVE COMPANY, Gardner, Massachusetts, Established 1872 
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Oil Ranges 


© 1933 by F. 8. Co. 
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Heaters 


FLORENLE 


Range Oil Burners’ - 


‘WE 0O OUR Pant 


Gas Ranges 
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When Your Customers 
Learn About This 


hey’ll Insist on 




































SHOTGUN SHELLS 


' The purpose of a shotshell wad is to 
keep the hot powder gas behind it, away 

_ from the shot pellets, as wad and pellets 
shoot through the gun at lightning speed. 
If the hot gas gets past the wad it melts 
some of the pellets and causes “blown” 

| patterns—often a missed bird or rabbit. 


The patented* Seal-Tite Composition 
Wads used in all Western shells keep all 
the energy of the burning powder behind 
the shot charge, due to their double 
concave shape and the special composi- 
tion of which they are made. They are 
molded of a patented, resilient composi- 
tion that “gives” under mag em forcing 








ig! | the edges out against the inner wall of 
ice ) the gun barrel, completely sealing 
de © the bore. 

ig Unlike wads cut out of other material, 
in pp Seal-Tite Wads are uniform in size, 


' thickness, shape and texture and are 
moisture-proof! Shot patterns are serious- 
ly affected by wads which absorb mois- 
ture from the air and give it off into the 


or powder, weakening the charge, or by 
t- wads that take moisture from the 
w powder, dangerously — the pres- 
es sure of the charge... .Seal-Tite Wads 
of are but one of the numerous important 

features of Western shells. Others are 
- | described on the following page . 


Western Cartridge Company, 1055 
ve Adams St., East Alton, Ill. 


* Patented U.S.A. ia” 1,577,426, 1,576,759, 1,485,337 
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InsideNn 
on the Quality 


Shotgun shells all look about alike 
outside—but there’s a big differ- 
ence inside. 

It’s what’s inside that determines 
the way they shoot—and the way 
they sell! 


Round shot pellets help to make 
shells shoot better and get more 
ame—so Western uses only pel- 
ets that are round. 


We spent thousands of dollars to de- 
velop a better wad than the type com- 
monly used. The result was the Seal- 
Tite moisture-proof composition wad 
described above and on the preceding 
page. It is one of many important, ex- 
clusive Western developments. 


Western shells would “get by” with 
fewer inspec- 
tions, but “‘get- 
ting by” isn’t 
the Western 


Printed in U.S.A. 


THE LONG RANGE LOAD 
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Prmalion 
Western Shelis . 


way — so we inspect them 110 times 
That’s what we mean by Western qual- 
ity. Nothing less will do. 


If you want to sell more ammunition 
you should stock and feature Western 
Super-X, Xpert, Field and Minimax 
shells for game and trapshooting. Super- ~ 4 
X is the original and biggest selling 
long range load on the market. Xpert, 
a hard-hitting quality shell that sells at 
a popular price is another big seller. 
Field shells, too. And Minimax, for 
shooters who want splendid perform- 
ance with light recoil. \ 
It will pay you to get in touch with the \ 
Western jobber nearest you. If you don’t 
know his name or address we'll be glad 
to supply it. 

WESTERN CARTRIDGE COMPANY 
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BETTER SHOT... Western shot pelle; 
are perfectly round. Uniform in size and 
weight. 
straight to_the bird. 
like this fly crooked. Super-X may 





be had with golden Lubaloy shot —fo, 


extra long range shooting! 


SEAL-TITE WAD...A perfect seal in th 
gun bore between hot powder gas an( 
shot pellets. Molded of patented mois 
ture proof composition. Uniform in siz, 
thickness, shape and texture. 

Does not absorb or give off 
moisture like felt. 


PROGRESSIVE BURNING POWDER 


. The application of this powder tof 


shotgun shells, a principle developed 
and patented by Western, is an outstand- 
ing contribution to sportsmen. Gives 
high velocity and longer range without 
high gas pressure. 










Highly polished. They shoo} 
Irregular pellets © 














REAL WATERPROOFING .. . Not just 
a “dipping in wax” that merely protects 
the surface but a special compound that 
penetrates the paper. Western shells fit 
your gun and function perfectly even 
after being submerged in water. Uniform 
thickness of paper insures smooth func- 
tioning in repeating shotguns. 


SURE-FIRE PRIMERS... Western prim- 
ers give quick, sure, hot-flash ignition to 
the powder. They are non-corrosive. 
Prevent rust in the gun bore. Keep it as 
bright as when new. 


STEEL REINFORCED HEAD ... The 

brass head and flange section are made 

extra strong and extra safe by Western's 
patented Steel Reinforcing Cup. 
It also locks together the tube, 
base wad and head. 





1055 Adams St. 
East Alton, IIl. 
Branch Offices: 
Jersey CitygN. J 
San Franci 
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ADVISE YOUR CUSTOMERS TO SHOOT nil SHELLS IN WINCHESTER GUNS : 
You can recommend both with confidence 
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Better TIME for Better Times... 


New Telechron Advertising Theme 





No. 7F53.— New alarm clock with metal case and 
molded base, offered in gold colored or chrome 


colored case. (Wide variety of $ 
bases.) 434” high. Retail 5.95 





No. 3F51 — Clever little clock with black com- 
position case and gold-finished 
trim. 43%” high. Retail.............. ° 




















































No. 2F01 — Wall model for kitchen or bath. 
Chrome case, with moulded bezel 
in colors. 534”. Retail.............000 ° 
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Last montH, the Warren Tele- 
chron Company launched a no- 
table new advertising campaign in 
The Saturday Evening Post, Col- 
lier’s, The Literary Digest, Time, 
The New Yorker, Good House- 
keeping, Ladies’ Home Journal, 
House and Garden, and House 
Beautiful. 

Keyed to catch the upswing, 
the opening advertisement is cap- 
tioned, “Better Times Are Here 
and here’s Better Time.” The ad- 
vertising says in substance, “Tele- 
chron kept quality up, during 
depression. Better times are here, 
but there’s still no better time 
than Telechron. The New Deal is 
pushing prices up. Buy now!” 

We could estimate how many 
million people will see this adver- 
tising. But the magazines speak 
for themselves. Their number, 
their character, is typical of Tele- 
chron policies. Telechron found- 
ed the electric clock industry. 
Telechron makes clocks carefully, 
prices them reasonably, promotes 
them aggressively. 

If you’re ready for a New Deal 
in your clock department—if you 

rant clocks that both you and 
your customers can depend upon 
—unlimber a fountain pen on the 
little coupon in the southeast 


corner. 
Prices subject to change without notice. 





WaRREN TELECHRON COMPANY 
ASHLAND MASSACHUSETTS 


elechrote 


(Reg. U. S. Pat. Off. by Warren Telechron Co.) 


















like eats. 


may come back 





“And the cat came back!” Some 
dealers forgot this famous phrase 
during the late depression. They 
bought and unloaded cheap, 
made-to-a-price electric clocks 
that came limping back. Like 
the cat. With this difference— 
the cat had nine long lives—the 
clocks, one short life each! 

The Houghton-Dutton Com- 
pany, Boston, has learned about 
Says Mr. Leo 
A. Bourbon, Department Buyer 
and Manager, “We had one sad 


cats and clocks. 


experience trying to promote a 
line of cheap electric clocks. The 
‘returns’ cost us a lot of money 
and a lot of disgruntled custom- 
ers. I know of a New York store 
that sold several thousand kitch- 
en clocks at $1 each and got most 
of them back. . . . No more anon- 
ymous appliances for us! From 
now on, we’re handling only the 
better-made, nationally advertised 
merchandise.” 

It’s anticlimax to add that 
Houghton’s new stock of 
quality clocks features a 
full line of Telechrons. 





WC 00 ovr PART 


WARREN TELECHRON COMPANY 

410 Main Street, Ashland, Massachusetts 

0 Please tell me what Telechron can do for 
me. 

O Please send me the Telechronicle, which 
gives helpful hints about selling Tele- 
chron Clocks. 


Name 





Address____ a pacman 









V YHEN a farmer is buying fence he doesn’t write 
specifications, but all the same he has a very defi- 
nite idea of what he wants. 


FIRST, he wants fence that will do the 


job and remain neat and taut 


Cambria Fence meets this specification with the ten- 
sion curves in the line wires and by careful attention to 
the hardness and resilience of the steel. After the 
fence has been stretched, the line wires are really springs 
under tension. 


The efforts of animals bent on getting out do not 
Heat and cold will 
not cause them to stretch and then sag. And the stay 
wires of Cambria Fence, with their hinge joints, always 


permanently distort these wires. 


swing instantly back into position when the force acting 
on them is removed. 


SECOND, the farmer wants fence that 


will give long service 


One reason why Cambria Fence gives long years of 
useful service is because it is galvanized with the highest 
grade of zinc obtainable, zinc that is extremely pure. 
(Impurities in zinc are believed to shorten its life.) In 
addition, the wire in Cambria Fence is made from true 






armer wants 


— 






copper-bearing steel, containing from 0.20 to 0.30 per cent 
copper, the amount that assures the highest resistance to 
atmospheric corrosion. 


Here is fence that has everything the farmer is looking 
for. Meet the fall buying season with a stock of Cambria 
Fence in a full range of styles and sizes. The dealer who is 
ready with the stock is the one who will get the business. 


(“AMBRIA FENCE 
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Manufactured by BETHLEHEM STEEL COMPANY 


General Offices: BETHLEHEM, Pa. 
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NEWS-PHOTO FLASHES REVEAL 
BIG REVIVAL IN PAINTING 





WATCH THE BIRDIE!—S-W news photogs 
offer $25.00 each for interesting news pic- 
tures which we publish and in which 
Sherwin-Williams paints are being used. 
Address Sherwin-Williams, Cleveland, 
Ohio. No pictures returned unless postage 
is included 



































NEW YORK ARCHITECT DOES 
MASTERPIECE IN PAINT! New 
York City, N. Y.—Mr. Perry M. Dun- 
can, winner of the coveted Winchester 
Fellowship at Yale University, has pro- 
duced exquisite room effects in his beau- 
tiful new Bronxville home with Sherwin- 
Williams quality paints. Mr. Duncan 
says “I found the Sherwin-Williams book 
‘The Home Decorator’ a valuable source 
for suggestions in planning exteriors and 
interiors of homes.” 


. 

“HOLD YOUR HORSES”, IT’S ENAMELOID 
—New York City—Ona Munson, 
talented ingenue of Joe Cook’s new show, 
“Hold Your Horses,” (initial produc- 
tion of John Schubert, Broadway’s 
youngest impresario), has the painting 
fever too. She assures Frances Upton of 
the same show that the table will be dry 
for breakfast. It’s Sherwin-Williams 
Enameloid, the rapid-drying decorative 
enamel, of course. 


SHERWIN-WILLIAMS 


. .. and country-wide preference 
for Sherwin-Williams money- 
saving quality Paint Products 





Win-Wi 
PAIN 


Featured in most spectacular national 
advertising campaign in many years 


Here you have spectacular proof of two thrilling facts: First, that 
painting is on the ‘‘up-and-up.”’ After three years of neglect the whole 
nation is painting. Second, that Sherwin-Williams money-saving 
quality is widely preferred—that many Sherwin-Williams paint mer- 
chants are enjoying better business. 


This Painting Revival is just beginning. 
It will sweep the country as things im- 
prove. And it will sweep the stores that 
handle Sherwin-Williams ‘‘money-saving 
quality’’ Paint Products to increasingly 
profitable sales. Quality paints of long 
established reputation have a golden fu- 
ture ahead. No paint trade-mark in the 
world is more favorably known than 
Sherwin-Williams ‘‘Cover the Earth.” 
We have a limited number of opportuni- 
ties for ambitious paint merchants. Your 
request will bring details. Address The 
Sherwin-Williams Co., 609 Canal Road, 
Cleveland, Ohio. 


; TRADE-MARK 
Ft GUIDES AIRMEN 
AND PAINT BUY- 
ERS—Cleveland, 
Ohio—The spec- 
tacular Sherwin- 
Williams sign on 
a high point in 
Bulkley Boule- 
vard, is a blaze of 
colored lights by 
night. So bril- 
liantly does this 
famous ‘‘symbol 
of quality” stand 
out against the 
darkness that air- 
men now use it as 
a “‘beacon.”’ 
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AN EXTRA 10% 


to Chain Stores and Mail Order Houses 
Penalizes Hardware Jobbers and Dealers 


(AN EDITORIAL) 


ERTAIN groups of manufacturers in our field 

boldly seek NRA approval for discrimination 

against the hardware jobber and retailer. They 
have proposed for both mail order and chain stores 
a 10 per cent extra discount beyond the wholesaler’s cost. 
If this practice is permitted, the wholesale and retail 
hardware business labors under a totally unnecessary 
and unfair handicap. If the chain and mail order 
firms have so much efficiency, as we have been told 
so often, they should not need this extra price advantage. 
Fortunately, organized wholesalers have forced out this 
“extra 10 per cent clause” from several tentative codes 
of manufacturers groups. But this may not eliminate 
the practice in daily business. 


As employment increases, wages improve, and credit 
becomes more liberal, we should expect a victory for 
quality merchandise and a falling off in the demand 
for shoddy and inferior sub-standard goods. Even 
through perilous times, most wholesale and retail hard- 
ware distributors have been very steadfast to quality 
lines and have not been price wreckers. They deserve 
consideration in the improving market and should not 
be penalized. Preference should not be given distributors 
who have been notorious in their price cutting tactics. 


Chain stores and mail order houses seek that extra 
10 per cent advantage over wholesalers so they may cut 
the revail price to the consumer. If this is not so, the 
mail order and chain store systems of distribution are 
not efficient. If these two groups require an extra 10 
per cent because of a more costly overhead these two 
competitors are uneconomic. 


Hardware dealers cannot sell standard trade-marked 
merchandise, on the same street to the same people, 
at a higher price than is offered by mail order and 
chain stores. Wholesalers cannot put retailers in the 
competitive picture. on high quality standard trade- 
marked goods, if they must start off with a 10 per cent 
handicap. It is even a fair question to ask if the 
mail order stores and chain store organizations are 
actually entitled to the extreme wholesale discount, when 
their business is retail-to-consumer and not for resale. 


That this is a pressing and urgent problem today is 
g : I ; 
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clearly shown in letters received by HARDWARE AGE 


from manufacturers, wholesalers and even retailers. 


One manufacturer who sees the situation clearly and 
fairly, writes: “In our code discussion we maintained 
that mail order houses are retailers and should be so 
classified. We believe the mail order houses should be 
sold at a retailer’s price and in no instance at jobber’s 
or extreme jobber’s prices. A set price for the second 
brand (a standard hardware item) to the jobber is 
$1.65. Sears Roebuck’s fall catalog quotes the same 
item to the public at $1.68. No retailer can compete 
with this price. When a retailer cannot compete with 
the mail order house prices the jobber cannot hope to 
sell him any of our products.” 


An important wholesaler, commenting on a HARD- 
WARE AGE editorial, says: “You make the statement 
that a chain store is a retail business. Of course, this 
is the way the hardware jobber and retailer consider the 
chain store, but most of the manufacturers do not look 
at them this way. An executive of an important and 
leading hardware manufacturer tells us that the chain 
stores buy and warehouse his company’s product in 
wholesale quantities and have the expense of whole- 
saling in their distribution. On this account, he says, 
the chain stores must be placed ahead of the jobber in 
price consideration. The same manufacturer sold a chain 
store in our town a small bill of goods at prices which 
ranged from 5 to 25 per cent under that which he 
charged wholesalers. From our experience, which goes 
back a good many years, we believe that most of the 
leading manufacturers operate in the same way. We are 
fully convinced of this fact and have the proof of what 
some are doing. If you would like proofs of our state- 
ment we shall be glad to produce them.” 


These letters are typical. 


Chain stores and mail order houses should not re- 
ceive an extra 10 per cent or any extra discount beyond 
the wholesaler’s cost. The manufacturer who gives this 
preferential price to chains and mail order stores is 
directly contributing to price cutting which threatens 


the very existence of his most important customers. the 
wholesale and retail hardware distributors. 
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The Ameriean Farme Se 


Higher Prices Plus Bonuses Improve Farmer’s Status 


























istr 
Value of Important Farm Crops in 1933 Compared With 1932—-Computed a 
on July 15 Farm Prices for Both Years : poi 
Production figures based on U. S. Department of Agriculture Statistics f for 
——_—-——1933 a —- -1932- —-——- -— ; vu 
Estimated Actual er. | 
Yield, Farm Value, Yield, Farm Value f and 
Millions of Price, Millions Millions of Price, Millions (ove 
Crop Bushels Cents of Dollars Bushels Cents of Dollars i farn 
Corn 2,273.0 55.4 1,259.2 2,876.0 29.9 859.9 i The 
Wheat 500.0 86.9 434.5 726.0 35.6 259.5 Am 
Oats . or 667.0 39.1 260.7 1,238.0 17.5 215.7 by | 
Barley 158.0 47.6 75.2 300.0 24.6 73.8 en 
Rye 23.1 78.1 18.0 40.4 22.0 8.9 pee 
Flaxseed 7.8 188.8 14.7 11.8 80.8 9.5 pe: 
Potatoes 293.0 97.9 286.8 358.0 48.8 174.7 pees 
ere 2,349.1 T 
indi 
pen 
suff 
by BURNHAM FINNEY — 
Detroit Editor, Iron Age ies 
wor 
RECENT item in the Des much better off than in 1932. The unc 
A Moines, Iowa, Register reports —_ estimated yield of corn, wheat, oats, tax 
the experience of Albert Cor- barley, rye, flaxseed and potatoes, get 
nick at Mount Pleasant, a small Iowa __ sold at July 15 prices, would bring pri 
village: $748,000,000 more than the larger pro 
“Monday Cornick delivered 1,500 crops of last year sold at July 15, bet 
bu. of two-year-old corn and 700 bu. _—‘1932 prices. Cotton is far above the ay 
of last year’s oats to the elevator here _ price of a year ago, with its resulting abe 
and contracted to deliver 120 bu. of _ benefits to the cotton farmer. ma 
new wheat from the threshing ma- To restrict production of wheat me 
chine Wednesday. He received 52c. and cotton the Government, under the in 
for corn, 39c. for oats and 95c. for _ provisions of its Agricultural Recov- Nk 
wheat. Cornick’s check totaled _ ery Act, is to pay over $100,000,000 wh 
$1,167. If sold last winter, the same to cotton growers and $150,000,000 chi 
grain would have brought $254.” to wheat growers in the form of a wo 
This brief item is eloquent testi- bonus, two-thirds to be paid this fall ? 
mony as to why the grain farmer of _and the remainder next spring. This ass 
the United States sees some hope for _ program will put actual cash into the cu 
the future today, whereas only a few _— pockets of farmers who have long Wi 
months ago he was a victim of been sorely in need of cash. He wants an automobile, a radio fre 
despair and in a mood to resist, with Small wonder that the agricultural and household electrical appli- as 
physical violence if necessary, any ar- implement industry, ordinarily a ances (over 12 per cent of the a 
bitrary attempt to take from him by _large user of steel, is looking forward country’s farms now have electric do 
legal proceedings those possessions with confidence to an improvement power ). Therefore this buying fa 
which he had struggled for years to in its business. The wire goods trade, pe of the American farmer oC 
keep. which likewise finds the farm market o oe be fels by means fae la 
Ea oe ay ee a Sill fj a turers in a multitude of lines. It 
ready is getting bac a lucrative source of income, also is already is registering increased Ww 
some of his purchasing power. It is confident of a revival of buying in sales for the general hardware cl 
true that in certain sections he has the farm areas as soon as crops are store, particularly in heavy hard- W 
poor crops but on the whole he is harvested and the Government has ware products. fo 
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distributed its bounty. Fortunately 
the betterment doesn’t stop at this 
point. It penetrates many industries, 
for the farmer likes modern con- 
veniences as well as the urban dwell- 
er. He wants an automobile, a radio 
and household electrical appliances 
(over 12 per cent of the country’s 
farms now have electric power). 
Therefore this buying impetus of the 
American farmer is going to be felt 
by manufacturers in a multitude of 
lines. It already is registering in- 
creased sales for the general hard- 
ware store, particularly in heavy 
hardware products. 


This is not to be interpreted as an 
indication that a miracle has hap- 
pened and that the farmer, who has 
suffered for years from a depleted in- 
come because of low prices for his 
products, is definitely out of the 
woods. Far from it. He still has an 
uncomfortable debt burden. His 
taxes still are high. Although he is 
getting much more for his crops, 
prices of his live stock, his dairy 
products and his poultry are little 
better, in some cases even lower, than 
a year ago. And crops constitute only 
about 40 per cent of his income. The 
main point is that things are on the 
mend. He sees action at Washington 
in his behalf and knows that if the 
NRA program achieves even half of 
what it is designed to do, the pur- 
chasing power of the _ industrial 
worker will be greatly aided. 

There are few who will dispute the 
assertion that the prosperity of agri- 
culture is basic to general prosperity. 
When the gross farm income ranged 
from eleven to twelve billion dollars, 
as it did from 1923 to 1929 inclusive, 
a factory output of 60 to 70 billion 
dollars was marketed. In 1930 the 
farm income dropped to $9,414,000,- 
000, in 1931 to $6,911,000,000 and 
last year to $5,143,000,000. In other 
words, in 1932 farm income had de- 
clined to 45 per cent of that in 1926. 
While no comparable current figures 
for factory output are available, the 


OCTOBER 12, 1933 





ne Sees a Way Out 
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The farmer’s financial 
status has been improved 
to the extent of nearly one 
billion dollars by advances 
in prices and by Govern- 
ment bonuses for restric- 
tion of production. 

The farmer’s mental 
attitude has been corres- 
pondingly improved. De- 
spair has been replaced by 
hope, and hope is leading 
to purchases. 





index of total payroll payments on 
Jan. 1, 1933, stood as follows: 


Per Cent 


Industry of 1926 
Meat packing 67.1 
Men’s clothing 31.3 
Women’s clothing 34.8 
Iron and steel 21.4 
Boots and shoes 40.1 
Textiles .... . 22 
Jewelry . 35.3 
Cars, electric and steam railroad. 10.0 
Rubber products ... 36.6 
Tires and inner tubes 31.5 
Agricultural implements 18.9 


From this table, based on figures 
of the United States Department of 
Labor, it is evident that only one of 
the above industries, meat packing, 
has been able to maintain a payroll 
in excess of 45 per cent of its 1926 
payroll. It is a striking commentary 
on the fundamental position of agri- 
culture in relation to industrial pros- 
perity. The farm income, represent- 
ing newly created wealth, truly gov- 
erns industrial operations. 

Many farm products have advanced 
materially from their 1932 quota- 
tions, which were the lowest during 
the depression. When compared with 
1929, prices on July 15 of this year 
were surprisingly good in many com- 
modities, particularly wheat, oats, 
barley, rye, potatoes and flaxseed, all 
of which closely approximated the 
rates of four years ago. On the other 
hand, prices of livestock and dairy 
products are continuing to hover 


around the depression level of a year 
ago. That the Roosevelt administra- 
tion is applying the same restrictive 
control to hogs that it already has to 
wheat and cotton is an augury of 
higher hog prices. Secretary of Agri- 
culture Wallace’s program calls for 
purchase by the Government of 
4,000,000 pigs weighing 25 to 100 
Ibs. at 6c. to 9c. a lb. and 1,000,000 
sows soon to farrow, weighing a min- 
imum of 275 lb., at market prices on 
the day marketed plus a bonus of $4. 
Meat packers will process the swine 
and the meat be distributed free to the 
needy. The cost of the program, es- 
timated at $55,000,000, is to be met 
by a processing tax on hogs, effective 
Sept. 30. The Government hopes to 
raise hog prices 25 to 30 per cent by 
this method. If the plan succeeds, the 
farmer’s financial status will be bene- 
fited further. 

The dairy field offers perhaps the 
least encouragement Milk, butter 
and eggs are about where they were 
a year ago, so far as prices are con- 
cerned, and the biggest hope for im- 
provement in prices to a profitable 


-level lies in increased consumption. 


It is believed that any increased pur- 
chasing power stimulated by the NRA 
will be felt immediately in improved 
sales of dairy products. 


Mortgage Burden Eased 


Early this year probably the most 
serious difficulty facing agriculture 
was the tremendous burden of mort- 
gage indebtedness contracted at a 
time when higher prices were prevail- 
ing. This acute situation has been 
materially eased through establish- 
ment of the Farm Finance Adminis- 
tration at Washington and by amend- 
ments made to the Federal Land 
Bank Law. Under this law, farm 
mortgages can ‘be carried at as low 
as 41% per cent, and for a period of 
five years principal payments are 
waived. Through this medium a con- 
siderable portion of pressing mort- 
gage loans have been refinanced. 

In addition to the Federal Land 
Bank, the Government has provided 
for production credit corporations to 
supply credit for production and op- 
erating purposes at low rates of in- 
terest. It can safely be said that no 
industry has available as complete 
financing services as have been set up 
for agriculture. 


(Continued on page 78) 
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Some Displays of Interest to 








ARDWARE men and their 
wives visiting Chicago’s Cen- 
tury of Progress Exposition 
have been enthusiastic over the mod- 
ern displays that register the prog- 
ress of the hardware industry. The 





The ten-foot Hamilton Beach Food 
Mixer on demonstration in the House 
Planning Hall at Century of Progress 


hundreds of thousands of visitors to 
the World’s Fair have been educated 
to the great part hardware plays in 
the lives of all people, and they have 
also been made acquainted with the 
application of science to the task of 


aaa 


A miniature electric city exhibited 
by General Electric designed and con- 
structed by E. F. Lunder, of Nela Park 





On the second floor of the Home 

Planning Hall is the Dri-Brite Floor 

Wax Exhibit. The animated recrea- 

tions of the magician trade mark add 
lively interest to this display 


-_ 
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lightening labor in home and work- 
shop. 

Among the many exhibits are those 
pictured here. These firms are but a 
few of those in the hardware indus- 
try which have dramatized their 


When anyone looks into the lens of 

the mammoth flashlight at the Ever- 

eady exhibit and says: “I am a Boy 

Scout” the voice vibration causes a 

miniature motion picture to appear on 
the lens 


wares for the thousands of visitors 
from every corner of the world to 
see. There is much more to these 
exhibits than mere display. They 
will go far in permanently establish- 
ing the names and products in the 
minds of visitors to Chicago. The 
advertising value and the effect upon 
retailers’ sales in the future is fa: 
greater than can be estimated. 
During the week of Oct. 16 the 


The model laundry at the Westing- 
house exhibit in the Great Hall of 
Electricity, was designed by Frank 
Forshee, nationally known designer 
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A.B.C. Washers and Ironers are displayed in this modern set- 
ting at the Chicago Century of Progress Exposition 


joint convention of the National 
Hardware Association and the Amer- 
ican Hardware Manufacturers’ Asso- 
ciation takes place in Chicago. Both 
organizations will find much of in- 
terest and even surprise in the ex- 





Armstrong Bros. Tool Company display 
their line at Chicago 


hibits of the hardware industry. 
many of which take their places 
among the most outstanding in the 
entire exposition. 

No longer do hardware manufac- 
turers consider their products oui- 
Beauty 
as well as utility is now believed to 
be a necessity in everyday hardware 
items. Even where the product itself 
is not necessarily changed, the pack- 
age is made to appear attractive. 
Simplicity seems to be the keynote in 


side the problem of design. 


this modern design, and rightly so. 
Simplicity has always characterized 
the better class of merchandise, and 
today it is almost an imperative style 
requisite. 

Every week sees a number of prod- 





OCTOBER 12, 1933 


to! Hardware Men Visiting Chicago 
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The Norge booth at the Fair was designed by Gustav B. Jensen, 
of New York. Simplicity is the word 


ucts newly designed or packaged to 
create desire of ownership among 
consumers. The Chicago Century of 
Progress Exposition has done much 
to accelerate this tendency. Harp- 
WARE AGE keeps its readers informed 


of new trends in merchandise through 
its “What's New” department. The 
success of this department has long 
been evident from the expressions of 
appreciation that come from our sub- 
scribers. 


The Master Lock Exhibit, Pavilion No. 1, contains 2000 pieces of specially cut 
glass—all black carrara 












What Is 


Unfair Competition? 


ROM the point of view of fair 
competition, it is not a matter 
of any great importance what the 
wages or hours of workers are so long 
as competing employers and competing 
industries are on a comparable basis. 

From a financial point of view, 
wages too high may work an undue 
hardship on the employer, but in the 
long run he has an even chance with 
his competitors to get back his share 
of the increased business which these 
higher wages are supposed to provide. 
Standards of wage levels on a higher 
basis simply mean, in theory at least, 
that employers are called upon to sub- 
sidize or advance payroll (purchasing 
power) for a few months and then all 
competitors have an equal chance to 
get this advance payroll or purchasing 
power back through increased sales. 

Unfair competition begins only when 
employers are denied the opportunity 
to realize on an equal basis a fair re- 
turn for their efforts, due to unsound 
pricing or unsound marketing meth- 
ods on the part of competitors. 

The all-important consideration in a 
code of fair competition, therefore, is 
not in wage levels (so long as they are 
within reason and within the em- 
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Managing-Director Toy Manufacturers 
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ployer’s ability to pay) but trade prac- 
tices. If an employer is called upon to 
increase his costs and is then prevent- 
ed, because of lack of standards of 
sound pricing and sound marketing, 
to get these increased costs returned 
through sales, then and only then is 
there unfair competition. 

Any code subscribed to by a group 
of competitors, which provides for 
standards of wage rates, hours and la- 
bor relations, and which does not at 
the same time definitely provide for 
sound pricing (not price fixing nor 
price setting), adherence to these 
prices and sound standards of market- 
ing practice, is not in any sense a 
code of fair competition and should 
not be so designated. 

As a typical example, one of the 
most-discussed clauses in N.R.A. codes, 
aside from Section 7 (a), is that of 
the retailers’ code, which merely states 
that it shall be unfair competition for 
a retailer “to sell goods for less than 
10 per cent above invoice price.” Back 
of the discussion of this clause is 
something more fundamental and of 


far greater immediate importance than 
the mere question as to whether this 
clause should become a part of a code 
of fair competition. The real question 
is whether a seller has any right to 
continue to unjustly discriminate be- 
tween his customers—how far he 
should be permitted to take advantage 
of the gullible customer by marking 
certain merchandise far below actual 
selling price and averaging out by 
marking other merchandise correspond- 
ingly higher, how far he has the right 
to assume that customers are so ig- 
norant of costs. 

One of the first and most fundamen- 
tal lessons in merchandising was 
learned before the age of six—an ob- 
jective lesson on the see-saw. When 
one end was down, the other end was 
up, the average being the middle—the 
average being the mark-up which either 
the retailer or manufacturer must take 
on his goods in order to make a profit 
or the standard of practice which he 
has set up to do business. 

Is it unfair competition to deliber- 
ately “bait” customers by low mark-ups 
or “loss leaders” and make up the 
loss on other lines? 

Is it unfair competition to grant cer- 








What a Code of Fair Competition Should Include 


If a code of fair competition is to be 
reasonably fool-proof in regulating the 
marketing practices of its members, it 
should contain provisions covering the 
following: 

1. That prices of all products shall 
be based upon accurate and known 
costs as established by an adequate 
cost-finding system, which shall be 
open to inspection at reasonable times 
by an authorized non-member repre- 
sentative of the association. 

2. That employers shall not sell be- 
low reasonable costs (with any excep- 
tions thereto, such as dropped lines, 
definitely stated). 

3. That price lists for all items and 
revised price lists with discounts or 
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differentials to the different channels 
of trade be filed with the association. 

4. That employers shall not sell di- 
rectly or indirectly at a price lower 
or a discount greater or more favorable 
terms than those provided for in his 
current net price list. 

5. That definite rules and regula- 
tions be laid down governing standards 
of terms, cash discounts, datings, con- 
signments, etc. 

Now, having arrived at a reasonable 
price, having provided for adherence 
to this price in the selling of goods 
and having laid down definite rules and 
regulations governing methods of sell- 
ing, the chief weapons of the buyer, 
his “chiseling” tools, are removed. 

It is obvious, therefore, that a code 


of fair competition should be _ built 
upon the following premise which is 
felt to be sound, viz.: that in order to 
pay adequate wages, manufacturers 
must agree on a sound basis of pricing 
and upon sound standards of market- 
ing policies so that merchandising 
wastes will be minimized. Adequate 
wages, intelligent pricing of goods and 
sound marketing policies are so inter- 
related and so inter-dependent, that 
it would be impractical to consider the 
one without the other. Payroll must 
be paid out of returns from the sale 
of goods and it is obvious that manu- 
facturers cannot continue for long to 
sell goods below cost and with unsound 
marketing policies, and pay employees 
adequate wages. —James L. Fr. 
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tain terms to one customer and differ- 
ent terms to others without some 
economic justification for such differ- 
entials? 

Is it unfair competition to deviate 
from definite standards of marketing 
practice, whether it be pricing, dis- 
counts or otherwise? 

The answer to all these questions 
obviously is “yes.” Yet there are a 
surprisingly large number of retailers 
and manufacturers who contend that it 
is fair competition to barter, to prey 
upon the customer’s lack of knowledge 
of costs, of standards of practice and, 
in other words, to encourage the free 
and unrestricted use of all the “chisel- 
ing tools” which have been in use to 
an increasing extent during the last 
few years. 

The economist and _ psychologist 
agree that a very large part of the 
cost of marketing, or rather the wastes 
of marketing, is due to lack o1 con- 
fidence in price and practice, and this 
lack of confidence is due primarily to 
a lack of reasonable standards and 
adherence to reasonable standards of 
marketing practice. 


Who Opposes Standards of 
Marketing Practices? 


In general, it can be stated very 
definitely that standards of marketing 
practices on the part of an industry 
or trade association are opposed by 
“chiseling” elements both within the 
industry and within the ranks of the 
retail trade. 

Can retail trade associations oppose 
standards of marketing practices? Not 
with clear conscience or straight face. 
The retail trade associations, whether 
local or national, have over a period 
of years been aggressive proponents 
of standards of marketing practices. 
Retail stores were the first to adopt 
“one price to all.” They have worked 
earnestly and aggressively over a pe- 
riod of years to standardize customers’ 
credit terms of 30 days, going to the 
extent of exchanging experiences 
through credit associations. 

Retailers realize that their profit ex- 
istence depends almost entirely upon 
a certain degree of standards of prac- 
tice in order to prevent customers from 
playing one against another to the 
general detriment of all. 

How then, with clear conscience and 
straight face, can a retail trade asso- 
ciation oppose the attempts on the part 
of manufacturing associations to adopt 
standards of marketing practices? 
Fortunately, N.R.A. has been keen 
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The Importance 
of Standards of 
Marketing 


Editor’s Note: Address of Mr. 
Fri before the recent Four- 
teenth Annual Meeting of the 
American Trade Association 
Executives. The conclusions 
which Mr. Fri presents in this 
article are drawn from a many 
sided experience. He was formerly Professor of Merchandising 
at New York University and Manager of the Merchandise Man- 
agers’ Division of the National Retail Dry Goods Association and 
is now a member of the Faculty at Columbia University. He is 
author of Retail Merchandising, a text book on marketing, and 
editor of the Buyer’s Manual. The conclusions which he pre- 
sents are not those of a manufacturing organization, but of an 


JAMES L. FRI 


ing methods are not enforced. 





economist, looking broadly at both sides of the picture: 


1. There is no unfair competition in higher wages. There is 
unfair competition only where proper pricing and proper sell- 


2. The present lack of standards in buyer-seller relationships 
is due to the natural consequences of a buyer’s market, ac- 
centuated particularly during the past three years. 

3. The seller is just as much a party to the “chiseling” era, 
if not more so, as the buyer, because the seller made “chiseling” 
a necessary requisite for the buyer’s success. 

4. The responsibility for standards of marketing practice lies 
almost entirely with the seller, working cooperatively with his 
competitor through his association. 

5. Joint attack on the problems of standards of marketing 
practices, by all manufacturing associations, would facilitate 
and expedite the general adoption of basic rules and regulations 
governing buyer-seller relationships. 

6. Fair competition must be based upon the following: 

a—Prices based upon reasonable costs. 

b—The filing or registration of these prices and revised 
prices with the association or controlling agency. 

c—Agreements not to sell below these prices. 

d—Agreements to abide by the standards of marketing 
practice of the industry. 








to differentiate between constructive 
opposition and “ulterior motive” oppo- 
sition, and there is strong evidence that 
the burden of proof has been placed 
upon retailers who oppose any code 
aimed to standardize trade practices. 
One of the major objectives of N.R.A. 
is to decrease or eliminate predatory 
and “chiseling” practices and N.R.A. 
is going to look with suspicion on all 
opposers of legitimate trade practices. 

The present status of competition 
and buyer-seller relationships is well 
known to all of you, whether engaged 
in the production or the distribution 
end of business. 





It is sufficient for purpose of this 
discussion to state that to an increas- 
ing extent the buyer and seller have 
been meeting on a basis which is, for 
the most part, unbusinesslike, wasteful 
and demoralizing to all parties. They 
have been meeting under conditions 
which are distasteful to both, and there 
is every evidence that any movement 
initiated by either the buyer or the 
seller to improve the situation, will get 
the support of the other party. 

Without attempting in any way to 
defend either the buyer or the seller 
or to place the blame for the present 

(Continued on page 49) 
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HELPFUL HINTS 


BY ROBERT PILGRIM 
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SUPRISING NUMBER 
OF CHECKS 


A WESTERN HARDWARE DEALER_ 
SOARED A LARGE SPONGE IN A GLASS 
DISH CONTAINING 4 LITTLE WATER — 
SEED WAS SPRINKLED THICRLY OVER THE 
SPONGE. WHICH IN A FEW DAYS WAS COVERED WITH 
A THICK GROWTH OF FINE GRASS — THE DISH WAS 
PLACED IN THE WINDOW WITH AN APPROPRIATE SIGN 








HOW ARE YOU 
TODAY, 5 ommame 
AAR, 


7) \wicartny? P= 





a 

































rt 


— NAME BADGES 
ARE BECOMING 
POPULAR WITH MANY 
STORES—A CUSTOMER. 
REMEMBERS A CLERK'S 
NAME BETTER. IF HE 
SEES IT —TT CREATES A 
MORE FRIENDLY FEELING 
TOO, —A CUSTOMER. CAN) 
REFER TO A CLERK BY 
NAME INSTEAD OF “THOT TALL 
SKINNY MON 4 
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WH 
A NEWARK,N,). DEALER TACKS A 
SAMPLE SQUARE FROMA 
KOLOR CHART ON HIS —== 
SHELF BELOW THE CANS WITH _ 
THE SAME COLOR PAINT—THUS 
WITH ROWS OF PAINT IN CANS 

EXACTLY ALIKE EXCEPT FOR THE — 
NAME OF THE COLOR, THE __ 
DIFFICULTY OF PICKING OUT 

[THE SHADE DESIRED—15 OVERCOME 








A VALUABLE MAILING L/ST 
HAS BEEN COMPILED BY A 
SOUTHERN HARDWARE FIRM - 
BY MEANS OF AN INTRODUCTION 
SLIP PLACED BEFORE EACH 
CUSTOMER. AS HE WAITS FOR HIS ORDER 


Hardware Age will pay $1.00 (on publication) for ideas submitted by readers if used on this page. 
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The Evolution of the 





Sobber’s Catalog 


By SAUNDERS NORVELL 


HE jobber’s hardware catalog 

is an institution. Probably in 

the hardware line more money 
has been spent in the development, 
publication and distribution of cata- 
logs than in any other business in 
this country. 

The history of the development of 
the hardware catalog is interesting. 
Its evolution was from a very small 
beginning. Way back in the early 
days there were no regular travelling 
salesmen as we know them today. 
Merchants usually came to market 
twice a year to buy their supplies. 
Fill in orders were sent to their 
wholesale houses by mail. After a 
while, however, it was found to be 
profitable to have someone connected 
with the business, usually a partner, 
take a trip visiting the customers in 
their home towns, collecting balances 
due, or settling the security for ex- 
tensions when that was necessary. In 
those times the question of credit was 
of more importance than prices. 
Goods were sold on very long terms. 
In the Southern States especially they 
were sold on what was known as a 
fall dating. The goods were bought 
and shipped in the spring and were 
to be paid for the latter part of the 
year, after the cotton crop was har- 
vested and the merchant received re- 
turns. If there happened to be a good 
crop at good prices everything was 
lovely. If there happened to be a 
poor crop then there was lots of trou- 
ble. These original travelling men 
for various hardware jobbers there- 
fore were more credit men than 
salesmen. However, most of them 
were posted on hardware, and it was 
natural for the merchants upon whom 
they called to give them orders. 
These pioneer travelling men, trav- 
elled by rail, by boat, by buggy and 
very frequently on horseback with 
saddle bags. 

In the course of time it was found 
that these visitors when they made the 
OCTOBER 
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effort could sell a good deal of mer- 
chandise. Therefore, in time they 
were supplied with pocket price lists. 

The lines of hardware carried were 
very limited. These memorandum 
books were made up and posted by 
hand. In the house also there were 
a number of these memorandum 
books with numbers and sizes of 
goods and price lists. Usually each 
house salesman, or price clerk, made 
up and kept his own book. Natur- 
ally, the accuracy of these books va- 
ried with the accuracy of the sales- 
men who posted them. In time it was 
found when there were a number of 
price books in the house there were 
also a number of different prices, dif- 
frent costs, etc., on the same items. 

Finally, some bright young man 
conceived the idea of having a 
standard house price list. So, such a 
book was compiled and printed. They 
were not only used in the house in 
selling goods and by the salesmen 
who were now visiting the trade at 
long intervals; but these price lists 
were also mailed to customers. 

Then some other progressive mer- 
chant decided to issue a price list 
with some pictures, wood cuts of the 
merchandise. This was a startling 
departure. These original illustrated 
price lists of small size and with pa- 
per covers are also interesting. They 
are especially interesting for the 
brevity of their descriptions. Very 
few manufacturers’ names were used. 
An auger bit, for instance, was not 
listed by brand, but was simply a 
“cast steel auger bit.” As time passed 
occasionally some progressive jobber 
would write in his price list a few 
words about quality. Then later on 
here and there in these price lists, or 
catalogs as they were now becoming, 
there would be the names of the man- 
ufacturers. There were Lippincott 
axes. The new American hand saw 
by the name of Disston, but along 
with these American saws were the 
old established Spear and Jackson, 
English brand of saws. There were 





Stubs and Butcher files. Later came 
Nicholson and other brands. Many 
foreign-made goods were listed. 

Then as catalogs improved in 
quality they gave more information. 
They told how goods were packed, 
how many in a package and how 
many packages in a case, and in the 
very best catalogs the actual weight 
of the cases- was given. These de- 
velopments, however, covered a 
period of forty or fifty years. 

Along about 1880 came the devel- 
opment of the real hardware catalogs 
with heavy covers, and solid bindings. 
These catalogs were very complete. 
They weighed fifteen or twenty 
pounds each. There was great com- 
petition about that time among the 
larger hardware jobbers in the coun- 
try in issuing these catalogs. Some 
houses invested as much as $50,000 
in one of these catalogs and the is- 
suing of the catalog was a great event 
in the business. As a matter of fact 
the development of jobbing houses 
could be traced in those days by the 
development of their catalogs. The 
size of the catalog was an indication 
of the size and importance of the 
house. Therefore, the competition 
was for very large books. The larger 
the book the better. Therefore, 
covers were heavy and so was the 
paper used. 

In those days there were no mail 
order house Catalogs. Very few 
printed price lists were sent to the 
trade and as a result the hardware 
dealer for his information on prices 
had to depend upon /iis invoices, the 
visiting salesman or the cost marks 
on his goods. Very few retail deal- 
ers took the time and trouble to keep 
price books. The buyer depended 
upon his memory, and the travelling 
salesman was supposed to accept his 
word as to competitive prices. The 
salesman had the privilege of meet- 
ing the competition or passing it. 
The buying and selling of goods in 
the comparatively few cases where 
the retail dealer actually tried to buy 
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at very low figures was a good deal 
like a poker game. 

I remember one dealer who I 
thought was an exceedingly close 
buyer. He would show me a long 
want list. He would ask prices on 
every item. Some items he bought 
and other items he passed. I hated 
to have any business passed. I 
wanted every item on that list. Some- 
times when he passed items I would 
offer lower prices with the object of 
“meeting competition.” Years after- 
wards I met this dealer and in talk- 
ing over old times, I asked if he really 
did have such close prices. He 
laughed and replied, “I just made 
up that want list to make your mouth 
water. Some of the goods I needed 
and some I did not. After each item 
on the want list that I did not need I 
would enter a period. These were 
the items I passed. As a matter of 
fact I bought all the goods I needed 
from you, but I thought it was only 
right to keep you in the proper state 
of mind by passing items every time I 
bought goods from you.” 

Now, we get to the real point of 
this article. In the early days before 
the automobiles we were not in such 
a hurry. There were not so many 
salesmen and we spent more time in 
every town. It was then our custom 
to sit down with our customers and 
turn through the pages of the catalog. 
This was the best way to sell goods. 
As the customer would see the pic- 
ture of an item it would remind him 
that he was short or had calls for this 
or that item. A salesman, of course, 
had to make this trip through the 
catalog interesting. As he turned the 
pages and passed from one line to 
another he would discourse on these 
lines. The catalog being used in this 
manner was, of course, a great sales 
help. Every line of goods carried by 
the house was given consideration. | 
found that when merchants would 
turn through the catalogs in the be- 
ginning their minds would be fresh 
and they would be interested. As we 
worked our way through a large cata- 
log they would become tired, or they 
would note that the order was extend- 
ing to an unusual length, they would 
think of the pay day coming and they 
would slow up in their interest and 
buying enthusiasm. Knowing this 
fact I made it a point always to take 
my orders in a memorandum book 
and I wrote the items just as concisely 
as possible, sometimes five or six 
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items on a line. I had a sort of short- 
hand system of my own. This made 
the order seem short, while if I had 
written a separate item on each line 
it would have made the order look 
very long. I did not wish to frighten 
the dealer. I never entered long 
orders direct on my order book. I 
always copied them afterwards. 

I also discovered as a result of a 
dealer becoming weary that if I 
started with the front of my catalog 
on one trip and turned the pages 
toward the back it was better on my 
next trip to start at the back of the 
catalog and turn the pages forward. 
In this way on one trip I would sell 
the merchant while his mind was 
fresh on the first part of my catalog 
and on my next trip I would start at 
the back and sell those goods first be- 
fore the dealer was tired. Sometimes 
I would even start in the middle of 
the catalog and work first toward the 
back and then to the front. By fol- 
lowing such methods I would manage 
to cover our entire line. A jobber’s 
salesman should watch his sales and 
keep out of “grooves”—-selling the 
same goods over and over and neg- 
lecting a large part of the line. 

Now comes the automobile. The 
whole picture changes. There are 
more salesmen and the merchants 
will not give the salesmen the neces- 
sary time to turn through the cata- 
logs. While this has happened there 
has been little change in the large cat- 
alogs of the jobbers. They list just 
as many and more goods than ever. 
They are using lighter paper and 
have attempted in several ways to re- 
duce the bulk of the catalogs, but 
each salesman carries, a large book 
and this book embraces a longer and 
longer collection of goods as new 
lines have been added. As a result 
of this condition there has been a de- 
cided change in the use of the gen- 
eral hardware catalog. Instead of 
being used as a selling medium as 
described above it has now become 
an encyclopedia of hardware items. 
Very few dealers today will turn 
through these catalogs page by page. 
Therefore, the large catalog has be- 
come a reference book. 

Now what naturally happens? 
When a jobbing house adds new lines 
they are printed carefully on pages 
to fit their loose-leaf catalogs. These 
pages are sent to the salesmen. The 
catalogs are opened and these pages 
are inserted. When this is done as 


I remember one dealer whom | 
cerned his hardware catalog has de- 
come a cemetery for the new goods. 
These goods are lost in the catalog 
just as the insertion of a new word 
would be lost in Webster’s dictionary. 

This change in the use of catalogs 
took place in the latter years when 
I was a traveling salesman. My terri- 
tory was smaller. I was calling on 
my customers more frequently. They 
refused to turn through the pages of 
the catalog with me. I realized some- 
thing must be done to sell new goods 
and to remind me of information and 
selling points that were given me by 
the house from time to time. There- 
fore, on my own initiative I got a 
scrap book just about the size of my 
catalog case. I had the house send 
me pages of new goods in duplicate. 
One of these pages went into the reg- 
ular catalog, while the other page was 
placed in my scrap book. All infor- 
mation I received in general letters 
and in other letters that I thought 
would help in selling goods, or that 
would be interesting to my customers, 
I cut out and pasted in this scrap 
book. 

Now, this scrap book after it was 
well filled up was not an object of 
beauty, but it accomplished the result 
that was intended. It sold new goods. 
It called attention to new ideas. 
After a while I found my customers, 
especially those who were in a hurry, 
would ask to see my scrap book. 
They would turn through the pages 
of the scrap book when they wouldn’t 
turn through the pages of the large 
catalog. Since then in my visits to 
jobbers I have told the above story 
and several-jobbers today are issuing 
supplementary or small catalogs rep- 
resenting new and special lines and 
seasonal goods and instructing their 
salesmen how to use them. These 
jobbers, realizing that their large cat- 
alogs have become books of refer- 
ence, are depending more and more 
upon special catalogs representing 
new goods, new lines and seasonable 
items. Does the large catalog pay 
for itself today? That is a question. 
An interesting article might be writ- 
ten upon the hardware catalog as the 
key of a hardware jobbing house. It 
is a question whether any good sized 
house could get along without this 
key, but I am sure that the large gen- 
eral catalog today from the selling 
angle is not as valuable as it was 
some twenty years ago. 
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Bust Among Ourselves 


continued delay to final action 

on the General Retail Code. The 
“stop-loss” clause is the stumbling 
block and may even be discarded in 
the final draft. This clause requires 
that all merchandise must be sold at 
not less than 10 per cent above in- 
voice cost, plus delivery. At best, 
from the retailer’s standpoint, it is 
wholly inadequate. It does not rec- 
ognize the “cost of doing business” 
factor. It merely puts a limit on 
the loss leader practice of price cut- 
ters. In the code, it is followed by 
qualifying clauses which admit far 
too many exceptions. Anxious to 
facilitate the N R A _ work, inde- 
pendent merchants desisted in their 
fight for more complete price protec- 
tion. They hoped the “stop-loss” 
clause might help, perhaps serve as 
precedent for further similar action. 
Certainly, they were justified in ex- 
pecting more speedy action. It was 
assumed that by September 1 the 
final code would be signed by the 
President. Here we are in the first 
week of October and the retail code 
has not been completed. 


[ is discouraging to watch the 


—— HA —— 


During the code hearings, last 
August, Percy Straus of Macy’s 
(New York City) stood out alone 
in opposition to the “stop-loss” 
clause and related provisions which 
would restrict extravagant advertis- 
ing claims about price advantages. 
As the hearings came to a close, 
newspapers shrieked “price-fixing.” 
Since that time, Mr. Straus has re- 
ceived wide publicity for his minor- 
ity fight. The papers continue to 
refer to the “stop-loss” clause as 
price-fixing. So do the spokesmen 
for the N R A’s Consumer Council. 
This is nonsense. The clause in 
question does NOT FIX PRICES. It 
is too bad that such is not the case. 
The stop-loss clause with its miser- 
able 10 per cent protection, less the 
loopholes permitted under excep- 
tions (see the text of the Code, Harp- 
WARE AGE, Sept. 28, 1933, issue), 
is little enough for independent re- 
tailers to demand. If this meagre 
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by CHARLES J. HEALE 
Editor, Hardware Age 


help is denied by elimination of the 
clause in the final code, the numeri- 
cal majority of independent mer- 
chants are not getting what N.I.R.A. 
promised. Instead, a powerful 
minority may be considered the win- 
ner. This would be contrary to 

President Roosevelt’s original radio 

address on the subject and quite con- 

trary to the generally understood 
purpose of the National Industrial 

Recovery Act—the text of which 

clearly states that monopolies will 

not be permitted in any field of busi- 
ness. 

HA 
ITHOUT some protection from 
unlimited price cutting, the 

average retail merchant cannot pay 

the new higher wages with shorter 
hours and continue in business. As 
pointed out by R. J. Atkinson, dur- 
ing the hearings, retailers have the 
colossal task of selling the N R A 
to the public because retailers will 
have to explain the advanced prices 
on goods. The wage scales provided 
in the retail code do not seriously 
affect hardware wages in our opin- 
ion. But the shorter work-week scale 
does definitely increase the hardware 
store payroll. Retailers cannot 
vary their number of workers em- 
ployed, as is common practice in 
factories where production schedules 
can be determined in advance. For 
these reasons, the “stop-loss” clause 
should stay in the General Retail 

Code and every retail hardware man 

in this country should wire, or write 

General Johnson to that effect imme- 

diately. And when doing so they 

should state that this clause is NOT 
price fixing. They should tell their 
newspapers that this stop-loss clause 
is not price fixing and tell the same 
thing to everyone who advances such 

a silly and uninformed opinion. 

HA—— 

Due to the N R A, nearly three 
million jobs have been found by that 
number of previously unemployed. 
From all parts of the country come 
reports of increased payrolls in large 











See Latest Information on Fabricated Metal Products, Page 41 


and small cities. This is splendid 
progress. Every hardware merchant 
hails this good news and_ stands 
ready to continue to participate and 
say, “We Do Our Part.” Hardware 
stores were among the first to fly 
the Blue Eagle. It is apparent that 
all retailers were quick to step in 
line when the President issued his 
call for support. These same retail- 
ers are not asking an unfair advan- 
tage. They are not seeking to “gouge 
the public.” They are not asking for 
special privileges for a minority 
group. They are not angling for a 
chance to make excessive profits. 
They are only asking for a very mod- 
est bridle on predatory price-cutting 
that they may stay in business and 
be able to participate in the great 
reconstruction work this country 
must have. These retailers are ask- 
ing for the means necessary to con- 
tinue to give employment. The 
“stop-loss” clause should stay in the 
retail code. It should have the sup- 
port of organized labor, which so 
far has been very successful in ob- 
taining its proper objectives. The 
wage scale at the stipulated hours 
per week cannot be maintained if 
price cutting continues. 








HA 


PEAKING of organized labor re- 

minds me that some preliminary 
work has been reported on the or- 
ganizing of all retail clerks. In- 
quiries at A. F. L. headquarters have 
not developed any conclusive infor- 
mation. It is assumed that any such 
unionizing efforts will at first be 
limited to the larger cities where de- 
partment store employees are al- 
ready organized to some extent. 
I'll try to get further data on this 
later. 








HA 


The N R A’s official bulletin states 
that on Sept. 26 “less than one-half 
of one per cent of the hundreds of 
telegrams and letters received by the 
National Recovery Administration 
register objections to the so-called 
‘stop-loss’ provision in the general 
retail code.” Why, then, is this pro- 
vision holding up the final code? 








Railey-Milam, Miami, Fla., (R. L. Gatliff, Displayman) 





Autumnal Snap for Your Windows 


Warmer colors—more 


pep are features of 


these display 


suggestions 


NAPPY autumn weather not only 
helps improve the store sales, 


but gives the displayman his 
best opportunity for installing attrac- 
tive windows. This is because strong: 
er color schemes may be used than 
those in the warmer months. The two 
suggested displays prepared by our 
display artist give ample opportunity 
for such a treatment. 
The subject of heaters is one in 








This arrangement of series B Fixtures 
is used in the window at right 


36 


ee a ee ee ee 


a 


A Series B Arrangement 


which we wish to suggest warmth and 
comfort, so that brings orange or ver- 
milion into play. The large circular 
posters at the back of the display 
may be covered with orange felt or 
other material and the letters may be 
done in either strong blue or black. 
Felt letters are available from various 





sources, which are easily placed on 
the felt background simply by press- 
ing the felt letters against the felt 
background. They stay there until 
you are ready to remove them when 
they may be simply lifted with the 
fingers. Of course, the show card man 
may use a painted job if he wishes. 
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li any event it is better to use a good 
substantial piece of material for 
these circular posters to prevent them 
curling over. Compo board or 
Beaver board is very satisfactory for 
this purpose. 

You should have your talking price 
cards done in colors that match up 
with the posters. On bulky merchan- 
dise such as the heater window shows 


these price tickets or talking cards, 
all of uniform size and color, will 
help out a very effective display. 
The heater window is built upon a 
foundation of Series B, HARDWARE 
AcE Interchangeable display fixtures. 
The window featuring hunting sup- 
plies is built on an arrangement of 
Series A fixtures. The window dis- 


play editor of Harpware Ace will 
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send a sheet of instructions for build- 
ings these in your own shop, for the 
asking. No charge is made for these 
instructions. 

There is a tendency upon the part 
of hardware display men to go in 
heavy for autumn leaves and stuffed 
animals at this season. We have no 
criticism of this practice as far as an 
interesting window is concerned, but 
frequently such a window becomes 
too interesting from a standpoint of 
color and “natural history.” The 
merchandise is lost sight of entirely 
and, while many people may remark 
the pretty window, the sales are not 
as frequent as they might be if the 
window were modified as to decora- 
tion. 

The suggested window gives ample 
suggestion of leaves. The target, the 
guns and other equipment is capable 
of stirring more desire to go hunting 
than an entire forest in your window 
could. All your customer needs is a 
mere suggestion and his mind can 
call up visions of the woods. Give 
the merchandise a chance instead of 
crowding it out of the picture with a 
taxidermist’s display. 

The two photos, this issue, are from 
the Railey-Milam Hardware Co.., 
Miami, Fla., where R. F. Gatliff 
turns out some attractive windows. 
Both these displays are timely. 
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Railey-Milam, Miami, Fla. 
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You Must Be Convineing 


When You Write Ad Copy 


OU can “do your part” in 
helping the NRA bring back 


prosperity to this nation by 
using advertising copy designed to 
educate the community to look upon 
their buying as an advantageous 
thing for THEM. There is a strong, 
but natural feeling among customers 
that “buy now” campaigns are mere- 
ly advertising slogans to part them 
from their cash. For this reason it 
becomes a real task to prepare ad- 
vertisements that will show the pub- 
lic the need for loosening up on 
their buying—in their own personal 
interest. 

It is true that former “buy at 
home” appeals have fallen upon deaf 
ears in the majority of cases. This 
may be because these appeals have 
lacked the element of personal in- 
terest. In other words, the customer 
is not so much concerned with the 
fact that his out-of-town purchases 
take money away from local insti- 
tutions as he is with the fact that 
some other town seems to offer more 
attractions or more attractive values. 
This may be a selfish attitude upon 
the part of the customer, but it is, 
nevertheless, a human characteristic. 
There is no point in trying to batter 
down this selfish instinct upon the 
part of customers. They must be 
reached through their own selfish 
motives. , 

Before we can hope to get our 
appeal across we must first consider 
how best to get a hearing. Our ad 
must arrest attention by some point 
that the public is keenly interested 
in. Let us consider the advertise- 
ment suggested on page 39. The 
illustration and the main headline 
are so quickly and easily read that 
a mere glance will suffice. The in- 
troductory paragraphs are so open 
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By J. A. WARREN 
Associate Editor, Hardware Age 


and readable that they, too, will get 
attention. 

Next, let us look at the copy: It 
is possible to give a true statement 
an extra bit of power by a very sim- 
ple means. It might be referred to 
as “taking the bull by the horns.” 
Anticipating the reader’s objections 
we can beat him to them and thus 
disarm him. This is done by the 
frank admission that “Yes, of course, 
it is to our advantage to urge the 
‘Buy Now’ idea—but if we can move 
the goods from our shelves, we im- 
mediately place new orders with our 
sources of supply. They, in turn, 
order from the factories—and you 
have then begun to get the benefit 
of your buying.” 

In a short paragraph of readable 
type we have given a_ reasonable, 
truthful and believable presentation 
of our case. The customer is in- 
spired to confidence in whatever we 
may say in the balance of the ad. 
In this paragraph he is given a sel- 
fish motive for buying things. 


Share the Blame 


But, winning an argument is not 
always equivalent to winning a 
friend, so let us get into the same 
boat with our customer. Let us get 
closer to him. We will admit that 
we, too, are to blame for some of 
this loss of business: The second 
paragraph says: “We have all done 
our share of holding back—we’ve 
SOLD OUR PROSPERITY and it’s 
just as plain as the nose on a face 
(don’t refer to the nose on his face) 
that we must BUY IT BACK. Hav- 
ing shared the blame for our present 
status, we take our part of the re- 
sponsibility for retrieving the lost 


prosperity with him. We, the mer- 
chants, will buy goods as well as 
the customer. Thus we try to con- 
vince him that we are both trying 
to “do our part”. 

Not forgetting the customer’s per- 
sonal interest and his natural desire 
to look out for himself, we close our 
appeal by a short paragraph offer- 
ing to make his part easy and prof- 
itable. In this phase of the ad we 
do not need to use low prices. In 
fact, here is an opportunity to trade 
up abit. There is a good reasoning 
point, which is better than a mere 
talking point. 

It is a good time, now, to drive 
home the fact that cheap merchan- 
dise of inferior grade has relieved 
many of their former prosperity; that 
the constant demand for cut price 


has forced everyone, all along the 


line, to sharpen pencils and whet the 
sword that cuts payrolls; that in 
order to have an employed and 
happy people, everyone must have a 
fair profit; that misery will come 
again and again unless we live and 
let live; that chiseling doesn’t work 
in one direction—for long—it always 
comes back to where it started, even- 
tually. Often it comes back swiftly. 
The large proportion of worth while 
customers who can be completely 
convinced of these things is surpris- 
ing. The time spent in explaining 
to customers who mention price is 
well spent. It is all very important 
advertising—quite as important as 
the printed word. 

If any considerable number of ad- 
vertisers would, together, bend their 
efforts, in their separate ads, show- 
ing the public how reasonable prof- 
its will bring back general prosper- 
ity, the results would be felt quickly. 
The truth is that too many are 
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steeped in the tradition of price ad- 
vertising (and price alone), that they 
are incapable of any other appeal. 
Unless a greater number of adver- 
tisers take to a course of convincing 
the public that better prices mean 
better merchandise, the public will 
continue to ask for cheap stuff un- 
ashamed. Advertisers have a pow- 
erful weapon at hand if they can but 
get the blindfold of price removed 
from their eyes so that they may 
pick it up. 

It all comes back to the practice 
of being reasonable and truthful in 
your advertising statements. People 
must believe you if your advertising 
is to be permanently productive of 
the best results. There is but one 
way to make people believe you and 
that is to represent your goods in 
the light of their true value. 

The same amount of time and ef- 
fort that is expended in trying to tell 
the public that you sell cheaper than 
anyone else, if put into convincing 
the public that certain articles have 
value and utility might take the pub- 
lic’s mind off the matter of price 
in time. Here and there a hardware 
merchant has proved that he can 
create business through advertising 
and devoting more time to appealing 
ads and displays than to worrying 
about other stores’ prices. 

Let your advertising space “do its 
part” to bring back prosperity. The 
Blue Eagle cannot do it simply by 
his presence in your window. That 
slogan, “We Do Our Part,” should 
mean just that. Otherwise the pub- 
lic will not believe you. 


Clarity of type treatment and copy de- 
void of extravagant statements are two 
requirements of the ad that convinces. 
This ad will tie in nicely with the NRA 
campaign to get people to loosen up 
on their buying. Plan to run this ad 
in your local paper NOW. The mer- 
chandise offered, can, of course, be 
changed to suit your own desires. 
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Oil Stove 
$0.00 


An Oil Heater of the 
better kind gives an 
amazing amount of heat 
for its size and_ the 
amount of common kero- 
sene it b 








Dishpans 
00c. 


Here’s a real special on 
dishpans—Exxcellent qual- 
ity—deep, seamless 
bodies, wide rolled rims. 
and well riveted handles. 
Buy one of these at this 
low price. 


YOUR NAME HERE 


PROSPERITY 


Yes, of course it’s to our advantage 
to urge the Buy Now idea—but if 
we can move the goods from our 
shelves, we immediately place new 
orders with our supply houses. 
They, in turn order from the fac- 
tories—and you have then begun 
to get back the benefit of your 
buying. 


We have all done our share of hold- 
ing back—we’ve SOLD OUR 
PROSPERITY and it’s just as 
plain as a nose on a face that we 
must BUY IT BACK. 


To make your buying as attractive 
and profitable to you as we can, we 
offer this week: 





Gas Heaters $0.00 


Very attractive gas Radi- 
ant Heaters in a variety 
of styles anu finishes— 
top and legs of solid 
east fron—fire clay, heat 
distribution radiants give 


Butcher re al Size—. No. 
Sets 
$0.00 


Made of hand forged car- 
bon steel with brass riv- 
eted handles. The lowest 
price we've seen for & 
set of such high quality, 
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G. W. ECKHARDT JOINS 
FERNLEY ORGANIZATION 


George W. Eckhardt, for 
years sales manager of the hard- 
ware department of Henry Diss- | 
ton & Sons, Inc., has resigned | 
his position to take up new du- 
ties as an executive in the asso- 
ciation work conducted by the 
George A. Fernley Organization. 
505 Arch St., Philadelphia, Pa. 


For nearly 30 years, Mr. 
Eckhardt has been _ identified | 
with the hardware field. His | 


- | 
first connection as a young man 


starting in business was with a 
hardware wholesaler in the Mid- 
dle West. First as an order boy, 
he was soon promoted to a posi- 
tion in the office and later was 
transferred to the railway sup- 
ply department. With this firm, 
he learned many fundamentals 
of hardware selling that must 


have proved of value in later 
years. 
In 1908, he joined Henry 


Disston & Sons, Inc., as a sales- 
man and for a number of years 
covered different territories in 
the Middle West—Pittsburgh to 
Denver and St. Louis to Winni- 
peg. In the fall of 1914 he was 
promoted to a position at the 
home office handling sales cor- 
respondence. A short time later, 
he was made assistant sales mati- 
ager. In this capacity he trav- 
eled in practically every part of 
the United States. His genial 
personality and thorough knowl- 
edge of merchandise soon made 
him many friends in the hard- 
ware trade. 

In 1925, Mr. Eckhardt was 
made sales manager of the hard- 
ware department. In this ca- 
pacity he has served for eight 
years, during which time he de- 
veloped and carried out suc- 
cessfully many sales and promo- 
tional campaigns. For years 
he has been an outstanding or- 
ganization worker, which fits him 
excellently for the duties he will 
assume with the Fernley organi- 
zation. It is certain that his fine, 
genial personality and ability 
will enable him to carry on and 
add to the thousands of friends 
he already has made in the hard- 
ware field. For, through the Na- 
tional Hardware Association of 
the United States and the Na- 
tional Supply and Machinery 
Distributors Association, and 
other associations of which Mr. 
Fernley is secretary—Mr. Eck- 
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ECKHARDT 


GEO. 


hardt will be constantly coming | 
in contact with old friends— | 
leaders in the hardware and mill 
supply trade from every section | 
of the country. 





MIAMI DEALERS OPPOSE 
CITY SALES TAX 


Members of the Greater Miami 
Hardware & Paint Dealers Asso- 
ciation, meeting at the Dade 
County Court House, Miami, 
Fla., on September 25, passed 
a resolution opposing the pro- 
posed one per cent sales tax. In 
its resolution the association de- 
clared that such a tax would be | 
unfair, inequitable and _ detri- 
mental to business in that it 
would drive business to neigh- 
boring municipalities where such 
a tax does not exist. Raymond 
Miller, Railey-Milan Hardware 
Co., was named chairman of a 
committee to draft and present 
the resolution. 

Several members discussed the 
proposed sales tax and held that 
the affixing of stamps to all mer- 
chandise, upon its purchase, 
would be a nuisance. They said 
that merchants would be unable 
to collect the tax from all cus- 
tomers and that they would be 
unable to absorb the additional 
tax. 

E. Lloyd Knight, Knight Hard- 
ware & Paint Co., president of 
the association, conducted the 
meeting. 


OMAHA CLUB DISCUSSES 
UNFAIR TRADE PRACTICE 
Members of the Omaha Hard- 


ware Club met September 21 at 
the Hotel Conant, Omaha, Neb., 





with J. W. Morton, Morton & 


Son Hardware, conducting the 
session. Mr. Morton appointed 
a committee to look for unfair 
trade practices. Mr. Vogel of 
the Omaha Steel Works dis- 
cussed credit and prices to the 
general contractor and sub-con- 
tractor. 

FORM ASSOCIATION FOR 

MISSOURI RETAILERS 


As an outgrowth of the sign- 
ing of the general retail code 
and the agitation for a general 
sales tax in Missouri the Mis- 
souri Retailers Association, em- 
bracing retail hardware firms as 
well as retailers in other lines 
throughout the state, has been 
formed. The purposes of the 
association are to: interpret the 
code for its members and repre- 
sent the retail interests of the 
state in all legislative matters af- 
fecting retailers. G. J. Nooney, 
secretary, Stix, Baer & Fuller, 
St. Louis, Mo., is president, while 
M. R. Aaron, president, Jones 
Store Co., Kansas City, Mo., is 
vice-president. Fifteen directors 
in important cities throughout 
the state will be the guiding 
force as to policy. The organi- 
zation is expanding through the 
placing of a chairman of each of 
the state’s 114 counties. 

Headquarters are at 511 Lo- 
cust St., St. Louis, Mo., where 
Charles A. Diel, executive sec- 
retary, has his office. 
formerly in charge of the civic 
department. of the St. Louis 
chamber of commerce. Lewis A. 
Lincoln, editor, Hardware Trade 
Journal, and secretary-treasurer, 


Kansas City Implement Hard- | 


ware & Tractor Club, has been 
named assistant executive sec- 
retary and is in charge of or- 
ganization activities in the west- 
ern half of the state. 


COVERS SOUTHWEST FOR 
SAGER LOCK WORKS 


Karl E. Hormann, who left 
Dallas, Tex., in 1930 to travel 
in California, has returned and 
will represent Sager Lock Works, 
N. Chicago, IIl., in the southwest 
territory, making his headquar- 
ters at 3905 Prescott Ave., 
Dallas, Tex. He will. call on 
the same trade as before his move 
to California, from Phoenix, 
Ariz., to the Mississippi River, 
and from the Mexican border to 
the Kansas state line. 





He was | 
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CINCINNATI TOOL CO. 
NAMES TWO AGENTS 


J. A. Gardner, sales manager. 
the Cincinnati Tool Co., Nor- 
wood, Ohio, has announced the 
appointment of two new repre- 
sentatives. H. M. Pforsich, 404 
Balboa Bldg., San _ Francisco, 
Calif., and L. P. Tate, 1286 N. 
Los Robles Ave., Pasadena, Calif,. 
have been’ named as representa- 
tives for the west coast and in- 
termountain _ states. Messrs. 
Pforsich and Tate have been es- 
tablished in that territory for 
some time as manufacturers’ 
agents and are well known to the 
hardware and mill supply dis- 
tributors in that area. 

GARAGHAN RESIGNS AS 

WISCONSIN ASSN. SEC. 


J. E. Garaghan recently re- 
signed as secretary-treasurer and 
director, Wisconsin Retail Hard- 
ware Association. H. A. Lewis 
has been appointed acting secre- 
tary-treasurer. 





J. E. GARAGHAN 


Mr. Lewis, who makes his 
headquarters at Stevens Point. 
Wis., has announced that the 
thirty-eighth annual convention 
and exhibit of the association 
will be held Feb. 6-9, 1934, in- 
clusive, at Milwaukee, Wis. 
ANCHOR CO. REPLACING 

ITS BURNED PLANT 


The Anchor Mfg. Co., Piqua, 
Ohio, makers of door stops, file 
handles, soldering copper han- 
dles, and specialties, etc., is re- 
placing its plant in a new loca 
tion. The former plant was de- 
stroyed by fire on August 30. 
Production has been resumed. 
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ILCO, LOCKWOOD MEN AT SALES MEETING 


Salesmen of the Independent 
Lock Co. and Lockwood Hard- 
ware Mfg. Co. recently held their 
first combined sales convention 
at Fitchburg, Mass., for a period 
of five days, during which time 
the company’s products, new 
lines for 1934, and selling poli- 
cies were discussed. Salesmen 
were present from Portland, Me.; 
Boston, Mass.; New York City; 
Philadelphia, Pa.; Baltimore, 
Md.; Washington, D. C.; Pitts- 
burgh, Pa.; Chicago, Ill.; At- 


lanta, Ga.; Miami, Fla.; Detroit, 
Mich., and St. Louis, Mo. 

The convention was concluded 
with a formal dinner held at 
Landlord’s Inn, Templeton, Mass., 
attended by the entire sales de- 
partment, all department heads 
and officials of the company, in- 
cluding the Hon. Bernard W. 
Doyle, vice-president, Independ- 
ent Lock Co., and former mayor 
of the city of Leominster. Mayor 
Joseph W. Carriere, Fitchburg, 
Mass., and Judge J. Ward 





Healey were among the guests at 
the dinner. 

John J. Meyer, general sales 
manager, acted as toastmaster of 
the evening, introducing speak- 
ers of the evening: Hon. B. W. 
Doyle, Morris Falk, president, 
Independent Lock Co. and Judge 
Healey. A picture of the growth 
of the company since its incep- 
tion sixteen years ago was given 
by Judge Healey, who has been 
active in the affairs of the com- 
pany since 1918. 





YONKERS DEALERS 

FORM ASSOCIATION 
The Yonkers Retail Hardware 
& Paint Association was recently 
formed at a meeting held at 503 
S. Broadway, Yonkers, N. Y., at 
which time G. B. Affleck was 
elected president. Max Good- 
friend is and Fred 
Schall is secretary. Members 
agreed to close their stores two 
nights a week and to abide strict- 


treasurer 


ly by the Sunday closing regu- 
On Mondays, Wednes- 
days and Friday nights stores 
will close at 9:30. The closing 


lations. 


hour Saturday nights will be 10 
o’clock. The 
meet on the first Tuesday of 
each month. 


association will 
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Van Hyning Addresses North Jersey Assn. 


R. J. Van 
Hyning, Du- 
luth Show 
Case Co., Du- 
luth, Minn., 
addressed the 
September 12 
meeting of the 
North Jersey 
Hardware & 
Supply Asso- 
ciation, at the 
Hotel Plaza, Jersey City, N. 
J. He urged that dealers visit 
chain and department stores to 
see how they were displaying 
merchandise. Mr. Van Hyning 
also pointed out the necessity of 
analyzing sales and display meth- 
ods and said that too many peo- 
ple looked upon hardware stures 
simply as places to buy con- 





R. J. VAN HYN- 
ING 





venience merchandise _ rather 
than as places to shop. In em- 
phasizing the need of displaying 
best selling lines in prominent 
locations he advocated placing 
specials where customers would 
have to pass merchandise having 
a better margin. He told how 
chain and department stores as- 
sign display space for each line 
in proportion to its sales vol- 
ume and profit. Mr. Van Hyning 
also stressed how such stores 
change their displays immedi- 
ately, increasing and ° decreasing 
the space given to an item or 
line, when sales decline for any 
reason at all. 

Vice President C. J. Werner 
conducted the meeting and W. 
Ludewig acted as secretary in 
the absence of H. M. Molyneux. 








(From Washington Bureau of 
Hardware Age) 

Presenting the master code of 
the Fabricated Metal Products 
Federation at a hearing on Oct. 
5 before Deputy Administrator 
H. O. King of the NRA, H. S. 
Kimball explained that it is the 
voluntary act of 110 trade asso- 
ciation members comprising over 
2600 concerns and 565 company 
members of the organization, a 
truly representative group of the 
fabricated metal products manu- 
facturing and finishing and coat- 
ing industry. It was evident, he 
said, that a plan should be of- 
fered permitting the thousands 
of small employers in the widely 
diversified field of industry as 
well as the larger plants, and the 
numerous trade associations who 
wished to comply with the Re- 
covery Act promptly to secure 
the benefits of the act and to 
avoid the inevitable delay of 
awaiting the public hearings on 
literally hundreds of codes. The 
plan, he said, tends to eliminate 
the necessity of operating one 
plant under several codes and 
the resulting confusion. 

It was stated by Mr. Kimball 
that a form of supplementary 
code has been prepared and is: 
ready for use by all trade associa- 
tions or trade groups, in which 
the form and all general clauses 
are the same. 

Using some 60 representative 
businesses as a basis, Mr. Kim- 
ball said that the number of em- 
ployees have been increased by 
53 per cent since the spring of 
the present year; the average 
wage rate per hour of unskilled 
workers to whom minimum rates 
in the code apply have been in- 
creased 1644 per cent; minimum 
rates per hour have been in- 
creased nearly to the rates for 
unskilled labor in 1926 and will 
under the code be further in- 
creased to the 1926 rate or 
higher and the total weekly fac- 
tory payrolls have been increased 
98.9 per cent. 

The hours worked have been 
decreased by 5.7 per cent since 
July 1, 1933, and must be further 
reduced some 3.1 per cent on the 


(Continued on page 48) 
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MANHATTAN-BRONX 
ASSN. MEETS IN 
N.R.A. RALLY 


a + 





C. P. Conner is Main 
Speaker at Yorkville 
Meeting 

Emphasizing that the NRA’s 
minimum wage and _ regulated 
working hour plans were de- 


signed to enable all people in 
the nation to earn and spend 
more money, thus permitting 
them to enjoy good things, Dr. 
C. P. Conner, NRA local admin- 
istration and speakers’ bureau 





member and consultant on busi- | 


ness affairs, addressed ninety-five 


members and guests at the Sept. | 
26 meeting of the Manhattan & | 


Bronx Hardware Association at 
the Yorkville Chamber of Com- 


merce, 169 E. 86th St., New 
York City. Dr. Conner stated 
that millions had returned to | 


work, millions had had 
hours shortened and that millions 
had had their wages increased 
as a result of the NRA. 

Dr. Conner pointed out that, 
backed by the President, The 
R. F. C., the Treasury and by 


their | 


| 


from 85 to 90 per cent of the | 


nation’s people, the NRA was 
replacing “rugged individualism” 
with nation-wide 
Starvation wages were 
eliminated because they are eco- 
nomically unsound. He further 
pointed out that the Act is flex- 
ible and that changes will prob- 
ably be made to meet the needs 
of the country in this emergency. 
It is not a case of charity, patri- 
otism nor ballyhoo, but one of 
common business sense for the 
good of one’s own pocket to give 
the fullest possible cooperation 


to the NRA. 


ing while Henry Nerge, secre- 
tary, Yorkville Chamber of Com- 
merce, acted as secretary for the 
evening. Mr. Nerge told of his 
own experiences in various asso- 
ciations and urged cooperation 
with local groups. The cotton 
tax and the means of determin- 
ing the amount due on merchan- 
dise having cotton content were 


discuss ,] — ; rs pe 
ed by Mr. Blair and J. M. | locksmiths working in stores, a 


Kohlmeier. The association went 
on record as favoring price main- 
tenance. 


E. M. JOESAM CO. IS 
IN CAMBRIDGE, MASS. 


The E. M. Joesam Co., manu- 
facturers’ representatives, is tem- 
porarily located at 132 Oxford 
St., Cambridge, Mass. It was 
stated in the August 31 issue 
of Harpware Ace that the com- 
pany was located in _ Boston, 
Mass. 
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cooperation. | 
being | 











mum wage of 50 cents per hour. 


FINLEY MANAGES SALES | 
FOR VAUGHAN & 
BUSHNELL 
Leonard P. Finley has been 
appointed sales manager of 


Vaughan & Bushnell Mfg. Co.. 





L. P. FINLEY 


a population of over 250,000 was 


| given as the minimum price for 


duplicating keys with the mini- 
mum price for duplicating keys 


| in cities less than 250,000 popu- 


lation and all cities west of Chi- 
cago be twenty-five cents each. 


UNITED SCREW & BOLT 
MOVES N. Y. OFFICE 

J. E. Tellson, manager, east- 

ern division, United Screw & 

Bolt Corp., has announced the 


| moving of its warehouse and of- 


For the entire country the | 
code provides: a minimum 
charge for first cylinder key 


without sample of 50c.; outside | 


labor charge $1.50 per hour and 
minimum profit on retail sales 
15 per cent plus 10 per cent 
overhead charges. 





TOWERS, MEMBER OF 
LOCAL NRA BOARD 


Robert S. Towers, secretary- 
treasurer, Towers Hardware Co., 
Jacksonville, Fla. has been 
chosen as a member of the NRA 
Compliance Board in that city. 

OHIO ASSOCIATION 

MOVES HEADQUARTERS 


John B. 


Secretary-Treasurer 


| Conklin, the Ohio Hardware As- 


Chicago, Ill. He has had many 
years’ experience in wire prod- 
ucts and electrical alloys and 
has a knowledge of manufactur- 
ing as well as selling in the 
metal industries. 


PARKER REPRESENTS | 
FEDERATED SALES 


The Federated Sales Service, 
Boston, Mass., has appointed | 
Charles W. Parker as its up- 
state New York, Vermont and | 
western Massachusetts _repre- | 
sentative. Mr. Parker, who for 
some years past has been up- 
state New York representative 
for Alexander Hamilton Insti- 
tute, New York City, will make | 
his headquarters in Room 905. 


| 90 State St., Albany, N. Y. 
J. W. Blair, president of the | ; 
association, conducted the meet- | 


LOCKSMITHS SUBMIT 
SHORTEST CODE 

The code of the American 
Association of Master Locksmiths 
recently submitted to the Nation- 
al Recovery Administration was 
the shortest one received up to 
that time. Exclusive of headings 
and signature the code contained 
182 words. It provided a min- 
imum of 48 hours per week for 


6 P. M. closing hour for key 


stores and stands and a mini- 


In addition it provided that: no 
keys be given away free for the | 
purpose of drawing trade; no 


locksmith be made a manager | 
for the purpose of working 


longer hours and that no key 
should be made from number of 


lock, impressions or drawings 
unless proper ownership is 
proven. Twenty cents each or 


two for thirty-five cents in New 
York City and all cities having 


sociation, has announced that the 
organization’s headquarters have 
been moved from Dayton, Ohio, 
to 175 S. High St., Columbus, 


Ohio. 


fice in New York City from 103 
Lafayette St., to the Oatman 
Bldg., 71-73 Murray St. The 
new quarters comprise the first 
floor and basement with a floor 
space 50 x 100 on each floor. 





J. C. SCRUGGS STARTS 
HIS OWN BUSINESS 


Julian C. Scruggs, 3500 Byron 
Ave., Nashville, Tenn., has re- 


| cently entered business for him- 
| self as a manufacturers’ repre- 





| sentative. 


Mr. Scruggs was for- 
merly with the firm of Cavert, 
Lipscomb & Scruggs, manufac- 
turers’ agents, Nashville, Tenn., 
and Dallas, Tex., which recently 
changed its name to Cavert & 
Lipscomb. 

P. R. JACOBSON, SEC., 

IOWA ASSN. MARRIES 


Philip R. Jacobson, secretary, 
Iowa state association, and Miss 
Selma Jorgensen were recently 
married at Maynard, Minn. 





Brooklyn Dealers Hear Warren 
on Retail Hardware Advertising 


J. A. Warren, 
associate _ed- 
itor, HARDWARE 
AGE, the 
principal 
speaker at the 
regular month- 
ly meeting of 
the Brooklyn 
Hardware 
Assn., held in 
the Johnston 
,Bldg., Brooklyn, N. Y., on Sept. 
14. Nearly forty members at- 
tended. 

Mr. Warren discussed funda- 
mentals of retail advertising, and 
said that every merchant, per- 
haps without realizing it, adver- 
tises his establishment in either 


was 





J. A. WARREN 


~a favorable or unfavorable man- 


ner, depending on how he con- 
ducts his business. Before con- 
sidering the use of printed ad- 
vertising mediums, Mr. Warren 
advised dealers to make certain 
that their stores would bear up 





advertising, he expressed the be- 
lief that a large number of 
Brooklyn dealers could and 
should advertise consistently, em- 
ploying the mediums found best 
suited to individual cases. 

In the preparation of adver- 
tising copy, he stressed the ad- 
visability of using illustrations 
of the featured items, together 
with short, informative descrip- 
tions, and prices. In conclusion, 


| the faults common to most store 


\~ 


“advertisements 


were reviewed 
and it was explained how such 


| usual mistakes could be avoided. 


under having the public’s atten- | 


tion centered on them. 
Then, to determine what ad- 


| vertising methods should be used 


in reaching prospective buyers | 
in the store’s territory, a trade | 
area survey was advocated to de- | 


velop the facts required in for- 
mulating a real advertising 
plan. After outlining the prin- 


At Mr. Warren’s invitation, 
several members presented ques- 
tions relating to various phases 
of advertising following his ad- 
dress and these were answered 
before the meeting proceeded 
with its usual business. 

Following routine matters, R. 
J. Atkinson, briefly summarized 
the procedure dealers should use 
in complying with the recently 
enacted Cotton Processing Tax, 
and also conducted the regular 
question box feature. 

President Tom Grogan, acting 
on the suggestions made by sev- 
eral members, announced that 
the subject of store advertising 
would be further considered at 
future meetings. Prior to ad- 
journment, the association ten- 
dered a rising vote of thanks to 


cipal benefits to be derived from | Mr. Warren for his helpful talk. 
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What every merehant should know 





@ Manufacturers who advertise in THE AMERICAN WEEKLY pay $16,000 for a color page. This is the high- 
est price paid for a color page in any publication in the world. But it is the least expensive, for this Mighty 
Magazine reaches more than 5,000,000 families every week at a cost of less than %4¢ per family reached. 
















EXACT LY ! 
AND A WHALE OFA 


BARGAIN AT THAT 


® 16000 A PAGE 
FOR ADVERTISING? 
























The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 
circulation. 


In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 
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W. R. HOWARD TALKS TO | 


BOOSTERS ON N.R.A. 


Starting the fall season off 
with a bang, the Hardware 
Boosters were addressed by Win- 
throp R. Howard, president, The 
Rawlplug Co., New York City, on 
Saturday, September 30. The 
meeting was held at the Hard- 
ware Club with 24 members 
present. Hr. Howard talked on 
the N. R. A. and thoroughly con- 
vinced his audience that progress 
was being made despite the criti- 
cisms from skeptics, and scared 
people. He pointed out that any 
movement which put two million 
people back to work, increased 
the nation’s payroll by many 
millions of dollars and gave the 
entire country its present cour- 
ageous attitude and hope for the 
future was a long way from be- 
ing a failure. The speaker cited 
many specific examples of pay- 
roll increases in towns and 
cities; told of banks reopened 
since March 4 and other trends 
of business which showed im- 
provement. A spirited discussion 
from the floor followed the talk. 

John Tracy, The Rawlplug Co., 
president of the Boosters, pre- 
sided and secretary E. R. Sandi- 
ford, Harpwarp AcE, read the 
minutes of the previous meeting. 
It was announced that the sum- 
mer outing of the entire hard- 
ware trade had been a real suc- 
cess. The October 28th meeting 
closes the Boosters year and is 
the time when new officers will 
be elected. 


CLARK BUSINESS WILL BE 
CARRIED ON 


Sheffield Clark, Jr. R. J: 
Hawk and A. L. McArthur will 
continue the business of Shef- 
field Clark & Co., Nashville, 
Tenn., manufacturers’ representa- 
tives, founded by the late Shef- 
field Clark, Sr. The three sur- 
viving members of the firm have 
announced that they will “con- 
tinue to operate under the heri- 
tage of principles and precepts” 
left by Mr. Clark, Sr. 


ACQUIRES VULCAN 
ELECTRIC HEATER CORP. 


The former Vulcan Electric 
Heater Corp., 225 Varick St., 
New York City, manufacturers 
of electric soldering irons and 
branding irons, has been ac- 
quired by the Consolidated Elec- 
tric Lamp Co., Lynn, Mass., un- 
der the name, Vulcan Electric 
Co. The Vulcan company, oper- 
ating as a subsidiary of the Con- 
solidated Lamp, is located at the 
same address in New York City, 
as before, with F. E. Merriam as 
manager. Mr. Merriam is also 


At 





manager of the business of Dal- | 
ton-Marsh Co., Lynn, Mass., 
makers of electric heating units, 
also a subsidiary of the Consol- 
idated Electric Lamp Co. 





DODGE IS PRESIDENT OF | 
NEW ENGLAND ASSN. 


C. C. Dodge, manager, Geo. F. | 
Blake Jr. & Co., Worcester. 
Mass., was recently elected presi- 
dent of the New England Iron 
& Hardware Association. J. 
Franklin Miller, Bigelow & 
Dowse Co., Boston, Mass., and 
Springfield, Mass., is vice-presi- 
dent, while C. W. Henderson, Jr., 
Boston, Mass., is secretary-treas- 
urer. 


BROWN IS PRESIDENT 
OF NEWHALL CO. 


Harry C. Brown, former vice 
president, Newhall Chain Forge 
& Iron Co., New York City, was 
elected president of the company 
at a recent stockholders’ meet- 
ing. Mr. Brown, who succeeded 
the late Henry B. Newhall, has 
been associated with the com- 
pany in various capacities for 
the past thirty-four years and 
served as vice president in charge 
of manufacture and sales, since 
1909. The company will again, 
as it did up to about seven years, 
operate as an entirely independ- 
ent organization and will no 
longer be connected with any 
other corporation. 

New York offices and ware- 
houses remain at 48 W. Broad- 
way while the chain and forging 
works will be continued at Rens- 
selaer, N. Y. The company 
manufactures chains under the 
names “Trident” and “War- 
wick.” 


MICHIGAN ASSOCIATION 
HOLDS GROUP SESSION 


Recently members from eight 
counties in North Michigan at- 
tended a meeting held under / 
the auspices of the Michigan 
Retail Hardware Association, 
held at the Ottawa Hotel, She- 
boygan, Mich. Joseph Louisig- 
nau, Sheboygan, was toastmaster. 
J. E. Douglas, N. R. H. A., spoke 
on the increased employment re-. 
sulting from NRA activities. H. 
W. Bervig, secretary, Michigan 
Retail Hardware Association, 
discussed state taxes. The next 
group meeting to be held in the 
fall of 1934 will be held in Char- 
levoix, Mich. 

STEIN MFG. ACQUIRES 

SHANKLIN PRODUCTS 


The business of the Shanklin 
Metal Products Co., Springfield, 
Ill., has been acquired by the 
Stein Mfg. Co. The company 
manufactures miners’ lamps, 
brass and steel specialties. 








W. B. BRUCE 


W. B. BRUCE JOINS 
FARR & READ CO. 


Wm. Barton Bruce, formerly 
with Belcher & Loom’s Hardware 
Co., Providence, R. I., has joined 
Farr & Read Co., Inc., 67 Rich- 
mond St., Providence, R. I., deal- 
ers in mill and jewelers’ sup- 
plies. Mr. Bruce had been with 
Belcher & Loomis for twenty- 
three years. 


RAHM JOINS LOCKWOOD 
AND INDEPENDENT LOCK 


Herbert C. Rahm, for eight 
years advertising manager, Yale 
& Towne Mfg. Co., Stamford, 
Conn., has been appointed ad- 
vertising and sales promotion 
manager of the Lockwood Hard- 
ware Mfg. Co. and The Inde- 
pendent Lock Co., Fitchburg, 
Mass. 

Mr. Rahm’s entire business ca- 
reer has been devoted to adver- 
tising in conjunction with the 
hardware and lock industry. He 
was also formerly connected with 
P. & F. Corbin, New Britain, 
Conn., and Sargent & Co., New 
Haven, Conn. Mr. Rahm has 
an extensive acquaintance among 
hardware men. 


F. G. SMITH, DIRECTOR 
OF FOUNDRY GROUP 


Franklin G. Smith, president, 
Osborn Mfg. Co., Cleveland, 
Ohio, has been elected director 
of the Foundry Equipment Man- 
ufacturers Association. The as- 
sociation has prepared and filed 
a code under the N R A cover- 
ing the manufacture and sales of 
foundry machinery and equip- 
ment. 


KANSAS CITY CLUB 
DISCUSSES CODE 


The Kansas City Hardware 
Club met recently to discuss the 
NRA and to agree on uniform 
opening and closing hours. Stores 
will open at 8 a. m. and close 
at 6 p. m. five days a week and 
be open until 8 p. m. on Satur- 
days. 





CHICAGO ASSN. HOLDS 
NRA CODE DISCUSSION 


Three hundred fifty members 
and guests of The Chicago Re- 
tail Hardware Association me! 
at the Chicago Merchandise 
Mart, to discuss the revised code 
as of September 19 submitted to 
General Hugh S. Johnson, Ad- 
ministrator, NRA. M. D. Wea- 
ver, secretary-manager, Chicago- 
Cook County Grocers Associa- 
tion, discussed what the retail 
merchant should do to cooperate 
with his local association. 

The Jobbers Investigating 
Committee on direct selling re- 
ported that its investigation had 
been completed but that the fig- 
ures and data from the ques- 
tionnaire sent out were not yet 
compiled. 


MASBACK HARDWARE CO. 
MAKES IMPROVEMENTS 


The Masback Hardware Co., 
wholesale hardware, 82 Warren 
St., New York City, has rear- 
ranged its offices in a more con- 
venient and efficient manner. 
The installation of a double mer- 
chandise chute, serving five 
floors and the basement, has also 
greatly expedited both pick-up 
and truck shipments. 

In the new office arrangement, 
a large and well-equipped recep- 
tion room has been provided for 
manufacturers’ salesmen, dealers 
and visitors. 

One entire store on the street 
floor of the firm’s quarters has 
been devoted to a special pre- 
holiday display of toys and 
Christmas goods. The lines em- 
braced by this display are said 
to be more than twice as com- 
prehensive as in previous years. 
Until Christmas, the special dis- 
play may be inspected by inter- 
ested dealers every Wednesday 
evening. 


ADVISES HARDWARE 
STORES TO ADVERTISE 


At a recent joint meeting of 
Minneapolis and St. Paul, Minn., 
hardware dealers held in Minne- 
apolis, Minn., increased adver- 
tising and aggressive sales cam- 
paigns were discussed as a means 
of supporting President Roose- 
velt’s NRA program. George W. 
Sulley, Merchants’ Service Bu- 
reau, National Cash Register Co., 
Dayton, Ohio, the principal 
speaker, urged that “more push” 
be put behind selling efforts by 
advertising and special cam- 
paigns. He urged the rebuilding 
of retail sales by the use of 
modern merchandising methods. 
W. J. Wohler, president of the 
Minneapolis association, presided 
at the meeting which was at- 
tended by 150 members and 
guests. 


HARDWARE AGE 





VOIEMEMES EY 





AOREL I S* 














DS 

ON 
nbers 
» Re- 
me! 
ndis« 
code 
ed to 
Ad- 
Wea- 
cago- 
s0Cia 
retail 
erate 


ating 
z re- 
| had 
> fig- 
ques- 
t yet 


irren 
rear- 


nner. 
mer- 
five 
also 
k-up 


rent, 
cep- 
| for 


alers 


treet 
has 
pre- 
and 


said 
:0m- 
pars. 

dis- 
ater- 
sday 


sans 
ose- 


Bu- 
Co., 
ipal 
sh” 

by 
am- 
ling 

of 
yds. 
the 
ded 


and 


>E 





j 





























WE REPEAT—the new line of American Oil-burn- 
ing Heaters is revolutionary —in Efficiency, Beauty, 
Convenience and Economy. On all four counts we 
reaffirm our conviction that no other present-day line 
can equal it. Squarely on both feet we stand behind 
the dealer who relays these claims to his customers. 

For example, take the “Sun Flame” Model No. 93— 
the popular-price mate to the de luxe “Blue Flame” 
No. 73. Note the “keys” to its matchless performance: 
(1) Thoroughly proved “bowl”-type burner that 
draws fuel from pool around intake and by radiant 
heat vaporizes every drop; produces an absolutely 
clean, clear, smokeless and odorless flame at any 
desired temperature; and accumulates so little carbon 
that cleaning is required only at long intervals. (2) 
Genuine “Detroit” constant-level metering valve (with 
strainer, and vented stem to prevent “air locking”) 
assures accurate adjustment for constant full, medium 
or low heat. (3) Tank cut-off and removable-strainer 
assembly —a safeguard against clogging or “flooding.” 

Add to these the “Sun Flame’s” porcelain-enameled 
heating chamber; gas-sealed joints— making it vir- 
tually “one-piece”; 6-inch vent pipe and six ventilating 
tubes — assuring perfect heat circulation; automatic 
draft regulator —for steadying draft against variable 
winds; 5-gallon concealed, easy-fill fuel reservoir; 
2-gallon humidifying water pan; grilled mica doors 
(flame always visible) ; invisible leveling screws in legs. 

Finally — beauty. Design by the nationally famous 
industrial designer, Walter Dorwin Teague. Modern, 
beautiful simplicity! Finish: Walnut-brown, crystal- 


lized, baked-on enamel; chromium-plated stay-bright 


trim; top and door grilles porcelain-enameled. 











@ YOU CAN SELL AMERICAN OIL-BURNING HEATERS— 
easier, faster, more profitably than any line you have ever seen. 
They work! They’re trouble-free; simple in operation; easy to 
understand. . . . No comebacks! They’re amazingly economical 
—burn cheap distillate—completely. Same inherent quality as 
in the famous American Kitchenkooks, Kampkooks, Ready- 
kooks, Jiffykooks, Lamps and Lanterns. Prices are most reason- 
able; profit-margins attractive — making trade-in allowances 
possible. Sales helps are liberal. Stove-harvest time is here!— 
get going with the new American line. A word from you brings 
full particulars. American Gas Machine Company, Inc., Albert 
Lea, Minnesota. Branches: 360 Furman Street, Brooklyn, New 
York; 4242 Hollis Street, Oakland, California. 


AMERICAN OIL-BURNING HEATERS 
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SHEFFIELD CLARK, MANUFACTURERS’ AGENT, MEETS | 8 P.M., Fridays, and 8 A.M. to HOUSEFURNISHINGS SHOW 


TRAGIC DEATH I 


The hardware trade was, 


shocked to learn of the tragic 
death of Sheffield Clark, 61, Shef- 
field Clark & Co., 





SHEFFIELD CLARK 
Tenn., manufacturers’ representa- 
tives, who was murdered Sept. | 
19 at the Hotel Jung, New Or- 


Nashville, | and upon being refused a loan 


| years and was well known to 


N NEW ORLEANS | 
leans, La. The murderer, later | 
apprehended in Jersey City, N. J., | 
was in desperate need of money, 


| from Mr. Sheffield committed the 
| crime. 

Mr. Clark, who was president 
of the Old Guard, the Southern 
Hardware Salesmen’s Association, 
fought in the Spanish-American 
War and shortly after entered 
business as a manufacturers’ rep- | 
resentative. In 1902 he went to | 





Mexico to enter the mining busi- | , 


ness. A year later he resumed 


| business as a manufacturers’ rep- | 


resentative. He was prominent | 
at hardware conventions for many 


the trade. 

His son, Sheffield Clark, Jr., 
who was associated with him in 
the firm of Sheffield Clark & Co., 
and Mrs. Clark survive. Men 
prominent in wholesale hardware 
circles acted as honorary pall- 
bearers. 





R. J. GRANT PROMOTED 
BY HARDWARE MUTUAL | 


R. J. Grant has been elected 
vice-president-manager of the 
Retail Hardware Mutual. Fire 
Insurance Co., Minneapolis, 
Minn., succeeding Thomas G. 
McCracken. He has been active 
in the fire and casualty fields | 
of insurance for twenty-two years 
and first associated with the Re- 
tail Hardware Mutual in 1920. 
Since that time he has served as 
field representative, divisional 
sales manager and assistant man- 
ager for the Retail Hardware 
Mutual and its associated group, 
the Federal Hardware and Im- 
plement Mutuals. 


FINDLAY IS V.-PRES. 
OF L. S. STARRETT CO. 


Following the recent annual 
meeting of the stockholders of 
The L. S. Starrett Co., Athol, 
Mass., the directors elected 
David Findlay, vice-president. 
Mr. Findlay has been general 
sales manager for many years 
and will continue to serve in 
that capacity in addition to his 
new duties. 


OPENS NEW STORE; 
REQUESTS CATALOGS 
Louis Gold has opened a re- 

tail hardware store on Park Ave., 
Rockville Centre, Long Island, 
N. Y., and desires catalogs and 
price sheets on hardware, plumb- 
ers’ supplies, paints, housefur- 


16 


| nishings, etc. Mr. Gold was for- | . ' : 
| Metropolitan Paint & Wallpaper | 


merly associated with his father’s 
retail hardware business, J. Gold 
& Sons, Brooklyn, N. Y. 


LADD IS SEC.-TREAS. 
OF BUFORD BROS. 


E. J. Ladd, formerly credit 
manager, Cooper Corp., Findlay, 
Ohio, has been elected secretary- | 
treasurer, Buford Bros., Inc.. 
Nashville, Tenn., wholesale hard- 
ware distributors. 


S. C. HENRY DIRECTS 
SALES FOR BURGESS 


S. C. Henry, who has been as- 
sociated with the sales depart- 
ment of the Burgess Battery Co.. 
Freeport, Ill., has been appoint- 
ed assistant to the president and 


M. J. Dyrud. 


director of sales. 


| for many years associated with 


the laboratory department of the 
Burgess Battery, is assistant to 
Mr. Henry. 


CHICOPEE MASS. DEAL- 
ERS SET STORE HOURS 
The Chicopee Hardware & 

Paint Dealers Association  re- 

cently elected officers with Dan- 

iel Gucfa, president, and Allan 

Bairdi, secretary. Members of 

the executive committee are: | 

Benjamin Cohen, Raymond La | 

Fleur, Albert Frank and Edward | 

Lysek. 
A schedule of store hours was | 

adopted. Stores will be open 

from 8 A.M. to 6 P.M., the first 
four days in the week, 8 A.M. to | 


9 P.M. on Saturdays. Plans for TO BE HELD JAN. 8-13 


promotion of trade in the stores 


of members were discussed. 


MOHAWK VALLEY ASSN. 
HEARS H. P. AIKMAN 


Members of the Mohawk Val- 
ley Hardware Association met re- 


cently in Rome, N. Y., with Sam | 


Wardwell of that town presid- 


ing. Horace P. Aikman, Cazeno- | 


via, N. Y., director, N. R. H. A., 
was the chief speaker at the 
meeting. Sherill Sherman, Utica, 
N. Y.; John B. Foley, Syracuse, 
N. Y., secretary, New York State 
Retail Hardware Association; 
John Kelmurray, Utica, president 
of the Mohawk Valley associa- 
tion, and Charles E. Drake, 
Rome Mfg. Co., Rome, N. Y., 
were other speakers of the eve- 
ning. Mr. Drake talked on the 
“Copper Industry of Rome”. 


ELIZABETH GROUP JOINS 
METROPOLITAN DEALERS 

The Paint and Hardware Di- 
vision of the Retail Merchants’ 
Bureau, Elizabeth, N. J., Cham- 
ber of Commerce, has been ad- 
mitted to membership in the 





To date more than 140 ex- 
hibitors have signed for space in 
the Seventh Annual House Fur- 
nishing Exhibit in Chicago, IIl., 
Jan. 8 to 13. The National 
House Furnishing Buyers Club 
has again endorsed the exhibit 
and is cooperating through its 
advisory committee. 

Buyers on the committee for 
the 1934 exhibit are: C. S. Ma- 
| ginnis, The Fair Store, Chicago, 
| Ill.; W. A. Ricker, Boston Store, 
| Milwaukee, Wis.; J. W. Boston, 
Famous-Barr Co., St. Louis, Mo.; 
| Charles Hansen, Hahne & Co., 
| Newark, N. J.; J. J. Henry, The 
J. L. Hudson Co., Detroit; A. J. 
Becker, B. Altman & Co, New 
York, N. Y.; J. E. Bason, The 
Outlet Co., Providence, R. I.; 
Fred Cowperthwaite, H. & S. 
Pogue Co., Cincinnati, Ohio, and 
| Charles McCurry, Gimbel Bros., 
Philadelphia, Pa. 

New features will be added to 
the coming exhibit to facilitate 
the buyers’ work during the week 
that it is in session. It will oc- 
cupy four or more floors of the 
Stevens Hotel. 








Dealers’ Association, Inc. Max | 
+] 


Yospin, Samuel Yospin. & Sons, 
Elizabeth, N. J., was selected as 
a member of the executive board 
of the Metropolitan group at a 
meeting held previously. 





TITGEMEYER 26 YEARS 
WITH OSBORN MFG. CO. 


Monday, September 25, 1933, 


| marked an important double an- 


niversary in the life of C. W. 
Titgemeyer, vice-president, The 
Osborn Mfg. Co., 
Ohio. It was his twentieth wed- 
ding anniversary and his twenty- 





Cc. W. TITGEMEYER 


sixth anniversary with Osborn. 
On that day Mr. Titgemeyer was 
attending the Triple Mill Sup- 
ply convention in Washington, 
D. C., where many long-time 
friends offered their congratula- 
tions. 


Cleveland, | 


f PRESENTS SADDLERY 
INDUSTRY NRA CODE 


(From Our Washington Bureau) 


Recently the saddlery industry 
code was presented to the NRA 
administration. It provides for 
a maximum work week of forty 
hours averaged over 25 weeks, 
with time and one-third for over- 
time. Among those excepted 
| from the hour provisions are out- 
| side salesmen, bookkeepers, su- 
pervisory staffs and executives 
who would receive overtime pay- 
ment, and would not be permit- 
ted to work in excess of forty- 
| four hours averaged in any 
| 26-week period. The code divides 

labor in the saddlery industry 

into skilled and unskilled classi- 
fications and defines each class. 

The minimum wage which would 
| be paid to unskilled labor would 
| be 35 cents an hour except in 
| the south. An amendment was 
| offered granting a differential in 
| favor of skilled labor of not less 


| - 
' than 15 cents per hour. 





VOGELSANG REPRESENTS 
THE WAGNER MFG. CO. 


F. C. Vogelsang has joined 
| The Wagner Mfg. Co., Sydney, 
| Ohio, manufacturers of cast 
| aluminum and cast iron cooking 
| utensils, as its representative in 

southern Ohio, Indiana and all 
of Illinois except Cook County. 
He was formerly with the Ad- 
ams Mfg. Co., Pittsburgh, Pa. 


HARDWARE AGE 
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Announce Program of Jobber-Manufacturer 
Convention; Chicago, Ill., Oct. 16-19 


The joint annual convention of 
the American Hardware Manu- 
facturers Association and _ the 
National Hardware Association 
will be held at the Palmer 
House, Chicago, Ill., from Oct. 
16 to 19. At the joint opening 
session, Oct. 16, 8.30 P. M., C. J. 
Whipple, Hibbard, 


Bartlett & Co., Chicago, IIl., 


Spencer, | 


| 


president, the National Hardware | 


Association, will preside. Follow- 
ing Mr. Whipple’s address A. E. 
Alverson, Greenlee Tool: Co.., 
Rockford IIl., president of the 
American Hardware Manufac- 


turers Assotiation, will deliver his | 


address of welcome. 
Lieut. Col. G. S. Brady, assist- 
ant deputy administrator, NRA, 


will give an address on the Na: | ; 
| of General 


tional Industrial Recovery Act. 

The Tuesday morning open 
session of the Manufacturers 
association will be opened with 
an address by President Alver- 
son. Shannon Crandall, presi- 
dent, California Hardware Co., 
Los Angeles, Calif., will give a 
talk entitled “An Appeal to 
Reason.” “Does An_ Import 
Menace Confront NRA?” is the 
subject to be discussed by Dr. 
Arthur L. Faubel, associate pro- 
fessor of economics, New York 
University, New York. Deputy 
Administrator H. O. King, NRA, 
will be present informally at a 
forum on the National Recovery 
Act. Resolutions and nominat: 
ing committee reports will then 
be given. Group 1, Mechanics 
Tools, will meet in the afternoon 
with J. M. Williams, Fayette R. 
Plumb, Inc., Philadelphia, Pa., 
presiding. Deputy Administrator 
King will be present informally. 
H. B. Wilson, Mathias Klein & 
Sons, Chicago, Ill., is chairman 
of the program committee. 


Tuesday afternoon Group 3. 
Builders Hardware, E. F. Law- 
rence, Jr., chairman, and H. A. 
Parks, Sargent & Co., New 
Haven, Conn., vice-chairman, 


will meet. W. B. Dodge, Yale 


& Towne Mfg. Co., Stamford, | 
Conn., is program committee 


chairman. Thomas S. Holden, 
vice-president in charge of Sta- 
tistics and Research, The F. W. 
Dodge Corp., New York City, 
will give an address on “The 
Building Industry; Its Problems 
and Outlook.” 

Wednesday 
session of the 


morning a joint 


two 


will be held in the grand ball- | 


room with Messrs. Alverson and 
Whipple presiding, at which time 
consideration and discussion of 
the phases and effects of NRA 
will be the chief subject. Fred- 
erick Vining Fisher, Washington, 
Sin 
1933 


OCTOBER 12, 


as special representative | 








GEORGE S. BRADY 


Hugh S. Johnson, 
will make the opening address. 

Thursday, Oct. 19, at 9.30 
A. M., the Manufacturers will 
hold their final meeting, at which 
time reports of the secretary- 
treasurer, resolutions and nomi- 
nating committees and election 
of officers will be held. 

The entertainment program 
includes an informal reception 
and dancing following the joint 
opening meeting. Tuesday the 
ladies will have luncheon at the 
Blue Ribbon Casino, World’s 
Fair grounds, followed by a fash- 
ion show. Wednesday the ladies 
will have a cruise on the lake 
followed by luncheon. That 
evening a formal reception and 
ball will be held in the grand 
ballroom. 

George A. Fernley, 505 Arch 
St., Philadelphia, Pa., is secre- 
tary-treasurer of the National 
Hardware’ Association, while 
Charles F. Rockwell, 342 Madi- 
Ave., New York City, is 


son 


| secretary-treasurer of the Ameri- 


can 


associations | 





Hardware Manufacturers 
Association. 

Following the address of their 
president, C. J. Whipple, the 
National Hardware 
will, on Tuesday morning, take 
up the discussion of a code of 


enware, toys, dolls, etc. George 


SEATTLE POT & KETTLE 


Kolb is president, while Fred | CLUB HOLDS MEETINGS 


Kolb is vice-president and A. M. 
Tibben is secretary and treas- 
urer. The firm of Geo. Borg- 
feldt & Co. was established in 
1881. 


J. S. TRITLE AGAIN 
PRESIDENT OF NEMA 
J. S. Tritle vice-president and 


general manager of the Westing- 
house Electric & Mfg. Co., E. 


Pittsburgh, Pa., was recently re- | 


elected president of the National 


Electrical Manufacturers’ Asso- 
| ciation. Other officers are: 
Treasurer, R. H. Goodwillie; 


vice-presidents: Otto H. Falk, E. 
O. Shreve, W. E. Sprackling, S. 
L. Nicholson and F. R. Fishback. 


JOHN A. REILLY, JR. 
MOVES HEADQUARTERS 


John A. Reilly, Jr., manufac- 
turers’ representative, has moved 
his quarters to 30 Blake St., Mat- 
tapan, Mass. Mr. Reilly is in- 
terested in hearing from hard- 


| ware manufacturers desiring rep- 


resentation in the New England 
States. 





1 


The Seattle Pot & Kettle Club 
resumed its meetings in Septem- 
ber at the Washington Hotel. 
Seattle. At the first meeting of 
the season a general discussion of 
the N R A was held. Otto 
Geisert discussed conditions in 
Germany. 

At the September 26th meet- 
ing of the association, W. S. 
McCune, president, The Asso- 
ciated Pot & Kettle Clubs of 
America, was guest speaker. Mr. 
McCune discussed the formation 
of new clubs in different cities 
throughout the country and told 
how the Pot & Kettle Club had 
helped buyers and manufactur- 
ers. President A. J. Martin pre- 
sided at the meetings. 
GERLING JOINS MILLER 
RUBBER PRODUCTS CO. 

Arthur A. Gerling has joined 
the Miller Rubber Products Co., 
of Akron, Ohio, as district sales 
manager for the New England 
and metropolitan New York 
territory in the sale of “My 
Dolly” and “My Darling” rubber 
dolls. He will make his head- 
quarters in Room 336, Fifth Ave. 
Bldg., New York City. 





SIMILARITY IN NRA WHOLESALE CODES 
BRINGS HORIZONTAL CODE SUGGESTION 


As we go to press it appears 
likely that there will be one 
basic or horizontal NRA whole- 
salers’ code covering as many 
wholesale fields as possible. 

At the request of the National 
Recovery Administration, repre- 
sentatives of The National Hard- 
ware Association of the United 
States met in Washington, D. C., 
Oct. 3, with representatives of 


| other wholesale industries to dis- 


| Wholesale 


cuss provisions common to all 
Distributors’ Codes, 
seeking to find a possible basic 


| code covering such provisions. 


Association | 


Fair Competition. Tuesday after- | 


noon will be devoted to a simi- 
lar discussion by the National 
Association of Sheet Metal Dis- 
tributors. On Thursday there 
will be a review of the conven- 
tion and election of officers. 


GEO. BORGFELDT FIRM 
NAME IS CHANGED 
The firm of Geo. Borgfeldt & 
Co., New York City, importers 


The Administration expressed 
the thought that, having reviewed 
the codes of a number of Whole- 
sale Industries, such a similarity 
existed that one basic code might 
be drafted to apply to wholesale 
distribution in all lines. 

Representatives of the National 
Hardware Association at the con- 
ference were: President C. J. 


urer of the association. The Na- 
tional Association of Sheet Metal 
Distributors, affiliated with the 
National Hardware Association, 


| was represented by President A. 


W. Howe and Robert H. Lyon of 
the code committee. 


Those attending the confer- 
ence, representing many different 
industries, were unanimous in the 
opinion that separate codes gov- 


| erning the numerous lines of 
goods carried in the average 


wholesale establishment would re- 
sult in great confusion and that 
a basic general code would be 
most desirable. 

The conference was divided in- 
to sub-committees which at press 
time were meeting in Washing- 


| ton, D. C., endeavoring to work 


| Whipple, Hibbard, Spencer, Bart- | 
| lett & Co., Chicago, Ill.; Chair- 


and distributors of domestic mer- | 
chandise was succeeded recently | 


by Geo. Borgfeldt Corp., which 
intends enlarging its American 


departments of glassware, earth- | 


man A. J. Gaehr, The Geo. 
Worthington Co., Cleveland, 
Ohio; J. T. Martindale, Van 


Camp Hardware & Iron Co., code 
committee; C. B. Crets, Van 
Camp Hardware & Iron Co., In- 


dianapolis, Ind.; George A. Fern- | 


ley, secretary-treasurer, National 
Hardware Association, 505 Arch 
St., Philadelphia, and Percy F. 
Hord, assistant secretary-treas- 


| 
| 
| 
| 
| 


out with the Administration 
hours of labor, minimum wages, 
and a set of Rules of Fair Com- 
petition for All Wholesale In- 
dustries. 

Representatives of the National 
Hardware Association, all of 
whom remained in Washington 
after the conference, are hopeful 
that as a result of the discussions 
now being held it will be possi- 
ble to work into such a _ basic 
wholesale code provisions which 
will be more effective in 
trolling “manufacturers’ competi- 
tion” and “sales below cost” than 


con- 


anything heretofore suggested. 
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Fabricated Metal Products Code Presented 


(Continued from page 41) 


average to bring them into strict conform- 
ity with the code. If a maximum of 40-hr. 
per week is imposed, the actual average 
hours worked, per individual, per week, 
will be approximately 10 per cent less 
than that. If the present rate of produc- 
tion continues, this will further increase 
the number of employees required by 
about 11 per cent or within 5 per cent of 
the total number employed by the indus- 
try in 1926. Between April 1 and July 
15, this year, it was stated, 46,000 were re- 
employed by the industry.’ It was ex- 
plained that the foregoing changes in the 
weekly hours of operation, when taken to- 
gether and applied on total employment 
in the industry, on July 15 of this year, 
restores an additional 44,500 employees to 
work. The figures from the 60 representa- 
tive concerns in the industry, Mr. Kimball 
said, suggest strongly that an additional 
44,500 is an understatement rather than an 
overstatement of the numbers to be reem- 
ployed. Thus, it was stated, a total of 
100,000 find employment in the industry 
under the operation of the Recovery Act. 

Mr. Kimball said that there are many 
large plants within the industry which are 
paying higher minimum wages than the 
35c. minimum wage specified in the code. 
These plants, he pointed out, may be ex- 
pected to maintain these higher minimum 
wages. On the other hand, it was stated, 
there are a great many small plants em- 
ploying from two to 20 employees which 
would be forced out of business with a 
higher minimum wage than 35c. There are 
also many of the larger plants in the east- 
ern section of the country falling within 
the industry which would be very seriously 
affected if not ultimately put out of busi- 
ness by any increase in the minimum 
wages above 35c. due to freight differen- 
tials, higher tax rates, both local and state, 
higher proportion of female employees, 
etc. 

Reduction to 40-hr. per week, it was 
stated, has already resulted in the reem- 
ployment of many thousands of employees. 
With a return to normal conditions, as the 
expectation of the increased purchasing 
power created by increased employment 
and increased wages, it was said there is 
every indication of a very definite shortage 
of certain classes of labor which would 
seriously handicap the production neces- 
sary to meet the increased demand, espe- 
cially in the higher brackets, where skilled 
labor is so essential to the maintenance of 
production and continued employment in 
the lower brackets. 

Turning to the labor section, Mr. Kim- 
ball said to set forth the legal rights of 
the employer is fair neither to the em- 
ployer nor to the employee. Such a policy, 
it was stated, leads to honest misunder- 
standings and promotes such _ industrial 
strife as will jeopardize the successful op- 
eration of the Recovery Act. He said that 
it is evident that the legal rights of the 
employer have been left undisturbed by 
the Recovery Act and furthermore that 
Section 7 of the Act specifically recognizes 
such legal rights. 


ww 


“If a part of the law governing the rela- 
tions of employer and employee is to be 
set forth in the code, what justification can 
there be for omitting therefrom a full and 
fair statement of all the law covering such 
relations?” asked Mr. Kimball. “Unless 
the whole picture is fully and fairly pre- 
sented in the code so that both the em- 
ployer and the employee may understand 
their respective rights, disputes, misunder- 
standings and industrial disturbances will 
progressively increase and the successful 
operation of the act will be jeopardized.” 
The code carries the “merit” clause. It 





H. O. KING 
Deputy Administrator NRA 


was explained the Federation in Article 
4, has attempted to state general conditions 
of fair trade practice in order that the 
industry might be fairly protected in its 
effort to stabilize industry, prior to the 
submission of supplementary codes for the 
many subdivisions of the industry, wherein 
the specific requirements of any sub- 
division, as to fair trade practices, may 
be expressed in greater detail. 

The hourly rates of 35c and 50c re- 
spectively, for males and females, cover 
workers engaged in the processing of the 
products, and together with the hours of 
work, and the merit provision, were at- 
tacked by labor representatives. They asked 
that rates of pay be increased, hours 
shortened and the merit clause eliminated. 
Unless the hourly rate -on July 15, 1929, 
was less, the foregoing rates are to apply, 
but they are in no event to be less than 
30c and 25c, respectively. Provisions also 
are made for beginners and apprentices, 
while others employed are put on a sched- 
ule scaled from $15 per week down to $12, 
depending on the population of the af- 
fected trade areas. 

D. S. Hunter, chairman of the code com- 
mittee, proposed an amendment which 
would exclude machinery and parts for 
assembly from the code. Another amend- 
ment he submitted also would specifically 
exempt basic products in the code which 
are already included in the steel or other 
codes approved by the President or pend- 
ing. Mr. Hunter also proposed an amend- 


ment calling for equitable adjustment in 
all pay schedules of factory employes on 
or before fifteen days after the effective 
date of the code by employers who have 
not maintained a rate comparable with 
adjustments made by other employers. 

The code provides that during peak 
demand employes may be engaged 48-hr. 
per week but overtime shall not exceed 
32-hr. in any six-month period. Mr. Hunter 
submitted an amendment providing that 
overtime shall not exceed 32-hr. in any 
six-month period unless employes are paid 
time and one-half for work over longer 
excess period. 

J. R. Davis, Kansas City, Mo., represent- 
ing the International Brotherhood of 
Boilermakers, Iron Ship Builders and 
Helpers of America, asked for a minimum 
wage rate of 50c an hour for common 
labor for both men and women. He also 
protested that the term “processing” is 
improperly used in the code. He asked 
that the classification be clarified to bring 
certain workers under the structural steel 
code. Likewise, Mr. Davis said there 
should be a guarantee for piece workers 
by providing that no employe should re- 
ceive less than the pay for his class of 
work. He asked that the minimum wage 
for other employes be fixed at $15 per 
week by striking out the differentials 
based on population. Request was made 
for an employer penalty for permitting 
employes to work excess hours and sug- 
gested mavimum hours of 40 and 36 with 
provision for longer hours in case of emer- 
gency work, the latter to carry time and 
one-half pay. 

Mr. Davis assailed the merit clause and 
asked that it be eliminated. He said that 
if the right is given an employer to dis- 
charge an employe, the latter should have 
access to the books of his employer to 
determine whether employes are given the 
advancement promised in the merit clause. 

Declaring that some firms belonging to 
the Fabricated Metal Products Federation 
are engaged directly or indirectly in erec- 
tion work, W. B. McGuinn, general vice- 
president, International Association of 
Bridge, Structural and Ornamental Work- 
ers, asked that they be put under codes 
covering structural work. Firms which 
fabricate structural steel, he said, should 
be included in the code presented by the 
American Institute of Steel Construction. 
Brass and bronze construction, it was de- 
clared, should be included in the fabri- 
cating code for that industry. Deputy 
King explained that codes submitted or 
to be submitted will automatically take 
care of the situation pointed out by Mr. 
McGuinn. 

Mr. McGuinn asked for a minimum 
wage of 75c an hour for common labor, 
regardless of sex. Those above common 
labor, he said, should have wages adjusted 
to less than those paid on July 1, 1929. 
He also asked for elimination of any 
reference to beginners and apprentices and 
for the 5-day, 6-hr. day, 30-hr. week. Mr. 


(Continued on page 70) 
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What Is Unfair Competition? 


(Continued from page 31) 


sorry conditions on either party, I 
would like to make these comments in 
regard to the present state of affairs: 

It is obvious that during a buyer’s 
market, such as we have been in for 
the past few years and particularly 
during the last three years, certain of 
the conditions which now exist are nat- 
ural consequences, but, in my opinion, 
the buyer has been charged with en- 
tirely too much of the blame for taking 
advantage of a buyer’s market, by 
what is commonly known and well 
designated as “chiseling” methods. If 
anyone will diagnose even superficially 
the conditions under which the buyer 
operates; he must readily conclude that 
he has been made largely a creature of 
circumstance. 

The buyer’s “ego,” which is an im- 
portant and necessary propelling force 
in his make-up, would not permit him 
to rest in peace, in fact, to hold his 
job for any considerable time, if he 
did not get the “best that’s to be had” 
in the market—the best price, the best 
terms, the best deals in every way. 

The buyer who fails to take advan- 
tage of any weakness or any vulnerable 
points existent in the market would 
not long continue to buy. His reputa- 
tion, just as a baseball player’s repu- 
tation, is dependent very largely upon 
his percentage of errors, meaning the 
number of times he fails to get every- 
thing that anyone else gets. 

And this is as it should be. I am 
in thorough accord and in sympathy 
with the buyer’s attempts to take ad- 
vantage of everything that is available 
in the market, because his very exist- 
ence depends upon that. Any group of 
sellers who think that they can shame 
a group of buyers into doing otherwise 
by calling them “chiselers,” or other 
such epithets, simply think that human 
nature is something that it is not. 


” 


Seller’s Responsibility For 
Present Condition 


The cause and answer to our present 
dilemma as far as marketing practices 
are concerned, is simple. “Chiseling” 
started with the seller—the competing 
vendor, who gave certain concessions 
to a certain few buyers in order to get 
business. The seller gave concessions 
and the buyer took them and continued 
to take them with increasing demands. 
The buyer became a “chiseler” at the 
seller’s invitation and he will cease to 
be a “chiseler” in exactly the same 
way. 

Although I have been somewhat dis- 
appointed with the lack of enthusiasm 
with which certain buyers have sup- 
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ported a movement to standardize mar- 
keting practices during the past few 
months, on the whole, I believe 1 am 
safe in saying that retailers generally 
are sympathetic toward and will actu- 
ally support any movement which will 
remove the lack of confidence which 
now exists in the manufacturer’s meth- 
ods of pricing and his marketing prac- 
tices. Soft prices and soft practices 
lead to losses alike to buyer and seller. 

The one unfortunate situation which 
must be met is the mistaken philosophy 
which a certain group of buyers have 
developed over a period of years—ac- 
centuated particularly during the past 
three years, that the margin of net 





profit which the retail buyer is to | 
realize must be “chiseled” out of the | 


seller, and is measured by the marginal 
advantage which he is able to obtain 
over other buyers, the amount which he 
is able to get under or below the stand- 
ards of marketing practice of the 
industry. 

The buyer has developed a sort of 
complex that his profit must come from 
his getting deviations or concessions 
from certain standards of terms or 
practices. For example, the standard 
cash discount terms of an industry are 
2 per cent and the buyer, through some 
type of slide rule calculations, has con- 
vinced himself, or seems to have con- 
vinced himself, that he must have a 
5 per cent cash discount, that this ad- 
ditional discount is an element which he 
can charge to net profit—that it mys- 
teriously comes from somewhere and is 
presented to him as an additional 
bonus or profit. 

Or, he must have an allowance for 
advertising, an allowance for demon- 
stration, an allowance for freight, 
goods on consignment and the like. 

Now, it is perfectly obvious that if 
the price which the manufacturer 
places on his goods is set with a rea- 
sonable degree of accuracy, that any 
deviation from the price, any conces- 
sion, means just one thing—that the 
goods are being sold at a loss, that the 
buyer is simply asking for a donation 
from the seller—-that if these conces- 
sions are made to one buyer they must 
sooner or later be made to a consider- 
able number of buyers and if the 
manufacturer continues in _ business 
they must be taken into consideration 
and become an element in setting his 
original price, and wherein is there 
any advantage? 

Marketing methods are responsible 
for more waste than any factor in in- 
dustry. Examine the marketing meth- 
ods of practically any industry and you 





CRISP, NEW 
MERCHANDISE 
PRICED 10 TURN FAST 


‘= QUTDOOR 
LIGHT 


Properly displayed Radiant Lanterns 
catch the eye and open the purses of 
buyers who are eager for more efficient 
and more economical lighting, giving 
thedealer a quick, profitable turnover. 



































A popular priced item to meet the 
needs of city or country buyers who 
demand better lighting, than is pro- 
vided by the old-style wick lantern. 


RADIANT INSTANT-LITE 
GASOLINE LANTERN 


Lights instantly at the turn of a valve. 
Makes and burns its own gas out of 
96% air and 4% fuel. 300 candle 
power — 20 times brighter than ordi- 
mary wick lantern. Built-in pump. 
Wind-proof, storm-proof, bug-proof. 
Ideal for farmers, hunters and camp- 
ers. Absolutely safe. Equipped with 
lagge-size, long-life generator, with 
automatic cleaning needle. 

With mica chimney and large reflec- 
tor. All parts highly chrome plated, 
including brass fount. Large, blue 
porcelain top. 


Complete with two rayon mantles, 
built-in pressure pump, strainer fun- 
nel, and full directions for operating. 


A positive guarantee protects both 
dealer and user. 


THE RADIANT LINE 


Includes de luxe and utility models of 
graceful, high-powered lamps, as well 
as 300 candle power lanterns and 
self-heating irons. 


New merchandise that attracts buyers 
and sells fast at a good margin. The 
Radiant Lantern is an especially good 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 

The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 
Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
110 High St., Akron, Ohio 


RADIANT. 
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KLEIN 
PLIERS 








NY job requiring skill can 
be handled more easily, 
more satisfactorily and 

more quickly when the pliers 
are Kleins. “Since 1857,” 
Klein Pliers have been the 
standard for quality with 
master workmen and _ public 
utilities everywhere. It will 
pay you to carry Klein pliers 
in stock. Make a note on your 
want book and order from 
your jobber’s salesman the 
aext, time he is in. 


Buy From Your Jobber 


comms ALE EN conc 


3200 BELMONT AVE., CHICAGO 
SEE 
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will find the major cause of net loss 
in operations. 

The sooner the buyer starts to look 
forward to the public which he is sup- 
posed to serve rather than backward to 
the manufacturer for his profit, the 
sooner will buyer, seller and consumer 
profit. The first step in bringing about 
this intelligent, normal and necessary 
relationship is for every manufacturer’s 
association to set up standards of mar- 
keting practices covering all of the 
|major vulnerable points of attack. 





| The Pricing and Accounting 
Section of the Code 


The pricing or accounting section of 
the Code provides only for agreements 
| “not to sell below reasonable cost, the 
| filing of price lists and price differen- 
tials to the different channels of trade, 
|and agreements not to sell below these 
price lists.” 


What is reasonable cost? It would 
be very easy to enter into a detailed 
|academic treatise on what constitutes 
reasonable costs. During the past few 
| weeks there have been presented a mul- 
‘titude of such treatises. Treatises 
from professional accountants, indus- 
trial engineers and others, most of 
which for practical purposes has sim- 
ply served to cloud the issue as far as 
|use of such material by the average 
manufacturer is concerned. 

It is my conclusion that the record 
or accounting systems of most busi- 
nesses, simple as they may be, are 
sufficient to give reasonably accurate 
costs as a basis for arriving at prices— 
|certainly much more accurate prices 
than have been made in the past. 
Therefore, the first step in our fair 
competition program is to get a gen- 
eral acceptance of the principle and 
spirit of fair pricing—a will to price on 
a sound basis and real progress will 
be made toward improving the situa- 
tion. With the best accounting system 
obtainable, uneconomic and unreason- 
able prices will continue if our mem- 
bers are not sold the spirit of the 
thing. 

Can this open price policy in any 
sense be considered price fixing or 
price regulation? Absolutely not! 
Every manufacturer will arrive at his 
price independently, by taking into 
consideration his own costs “as estab- 
lished by an adequate cost-finding 
| system.” 


' Having arrived at this price, he 


What Is Unfair Competition? 


(Continued from page 49) 


must then compete with other manu- 
facturers on the basis of the merits 
of his product, which is as it should be. 

More than a quarter of a century 
ago, retailers adopted the open price 
policy and published their prices 
openly and affixed them conspicuously 
to every item of merchandise. Would 
anyone—economist or consumer—ac- 
cuse the retailer of fixing prices or of 
price setting, simply because he was 
sensible enough to offer his goods on 
a fixed price basis, thereby increasing 
confidence in the accuracy with which 
his prices were determined, and elimi- 
nating to a large degree the loss of 
time,energy,morale and confidence that 
resulted from the haggling that accom- 
panied an unstandardized and a vary- 
ing price policy? 

It has taken manufacturers nearly 
half a century to follow the practice 
which, in retailing, was proclaimed a 
progressive step in the marketing of 
goods to the consuming public. 

It is assumed, of course, that in the 
setting-of prices and discounts, ade- 
quate consideration is given to the 
economies of large scale purchasing 
versus small scale: purchasing. These 


differentials are all provided for in the . 


price lists. It is a fact supported by 
the experiences of practically every 
manufacturer in whatever industry that 
prices set below costs of production 
are inevitably followed by low wages. 
These two factors, proper pricing and 
adequate wages, are so closely inter- 
related that they must be dealt with as 
one and the same problem. 


The Marketing Practice 
Section 


The marketing practice section of a 
code shall simply restate the standards 
of marketing practices which have been 
a matter of record over a period of 
years among the more constructive fac- 
tors in the industry. 

Does an open price system and stand- 
ards of marketing practice place the 
retail buyer in an unfavorable or in- 
equitable position? Absolutely not! 
It places the buyer on the basis that 
every really good buyer wants to be 
placed upon. With a firm price and 
with established standards of market- 
ing practice, the buyer can proceed 
to devote his time and energies upon 
selection, upon the constructive ele- 
ments of merchandising rather than 
upon the destructive or predatory and 
wasteful side of merchandising. 
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Separate Local N.R.A. Code Administration 
for Mill Supply Field Being Studied 


(Washington Bureau of Hardware Age.) 
At the suggestion of Assistant Dep- 
uty Administrator George Brady, con- 
sideration is being given to the pos- 
sible revision of administrative features 
of the code of fair competition filed 
with the NRA by the Southern Supply 
and Machinery Distributors’ Associa- 
tion and the National Supply and Ma- 
chinery Distributors’ Association. 

At the hearing on the code last 
Wednesday Herbert Edge, president, 
Topping Bros., New York, appeared as 
the representative of the Metropolitan 
Mill, Marine and Contractors’ Supply 
Institute and outlined problems of his 
group. He urged the necessity for 
local administration of the code as 
distinct from administration by the 
proposed National Code Authority. 
Spokesmen for the Chicago, Cincinnati, 
Pittsburgh and Detroit groups said 
they were willing to proceed under the 
proposed National Code Authority 
but that if the New York Metropolitan 
area received special treatment such 
as suggested by Mr. Edge they thought 
their trade areas should receive the 
same consideration. 

As a result, Mr. Brady proposed that 
Mr. Edge get together with the code 
committee and representatives of other 
large trading areas and endeavor to 
reach an agreement on this point. Mr. 
Brady emphasized the advisability of a 
decision so that the Administrator 
would not find it necessary to arbi- 
trarily determine the point. Mr. Brady 
had previously asked Mr. Edge whether 
there would be danger of the Code 
Authority becoming top heavy if the 
country were divided into local dis- 
tricts, each represented on the admin- 
istrative agency. Mr. Edge conceded 
this might be true if the number of 
local districts were large. 

H. E. Ruhf, president, National Sup- 
ply and Machinery Distributors’ Asso- 
ciation, speaking as a member of the 
code committee, said that the question 
raised by Mr. Edge had been discussed 
in connection with formulation of the 
code. He said he recognized the pecul- 
iar problems in New York but that 
similar suggestions had come from 
other centers, some of which had even 
prepared what they called local codes. 
Mr. Ruhf pointed out that a great deal 
could be said on the matter of local 
code committees or local administration 
but explained that it had been found 
virtually impossible to draw definite 
lines or districts on account of over- 
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lapping territory. The general feeling. 
he said, was that on the whole from a 
national standpoint there would be 
more room for discord if the country 
were broken up into a series of local 
districts. 

Deputy Brady asked why one section 
of the country was specifically men- 
tioned if there are to be no districts. 
George A. Fernley, Secretary-Treasur- 
er, National Supply and Machinery 
Distributors’ Association, also a mem- 
ber of the code committee, replied that 
the southern region comprises 14 
states and has its own organization. 
He stated that southern members are 
not eligible to membership in the Na- 
tional Association and that members of 
the latter group are not eligible to join 
the southern organization, but that the 
associations cooperate closely. 

The code was presented by Herbert 
Strong, Strong, Carlisle & Hammond 
Co., Cleveland, who is chairman of the 
code committee. The hearing immedi- 
ately followed the triple convention of 
the Southern Supply and Machinery 
Distributors’ Association, the National 
Supply and Machinery Distributors’ 
Association and the American Supply 
and Machinery Manufacturers’ Associ- 
ation. 

Mr. Strong told Deputy Brady that 
the code committee had sought only to 
bring the maximum hour provisions 
into line with those in the code pro- 
posed for the retail trade. This state- 
ment was in reply to a question by 
Labor Advisor Joe Berrell, who wanted 
to know the reason for changing the 
labor provisions from a flat 40-hr. max- 
imum week to a flexible maximum with 
some classes working 40-hr., others 44- 
hr., and still others 48-hr. 

Mr. Fernley said that members of 
the two associatigns have expressed a 
willingness to accept any maximum 
hours or minimum wage rates applied 
to other distributing trades. 

Consumer Advisor G. M. Tisdale 
sought information concerning certain 
of the unfair methods of competition 
listed in the code, more particularly 
with regard to the price or price con- 
trol and similar matters. Mr. Brady 
suggested that members of the code 
committee and others interested meet 
with Mr. Tisdale and with Industrial 
Advisor Harold F. Seymour to go over 
these and other questions. He asked 
that code committee members also meet 
with Mr. Berrell to discuss hours and 
wages. 











The MODERN 


Poultry Netting 

















«made like farm fence 

«needs no wood top-rail-- 
no baseboard 

«cuts without waste 

+ costs less “put up” 









Ss. One or two-inch mesh; 
=e , heights, 12 to 72 inches. 


Specify the Original 
U. 8. Poultry Fenee? 
You can keep down your mer- 


chandise investment, speed up 
turnover, boost sales and profits, 
by concentrating on this modern, 
straight-line poultry netting. It 
alone fills every need... meets 
every demand... of your trade. 
It consistently outsells other net- 
tings for every purpose. It discour- 
ages price competition ... attracts 
new customers ... builds perma- 
nent and profitable repeat business. 


U. S. Poultry Fence, now as always, 
is distributed only through the 
regular wholesale and retail chan- 
nels. It can be obtained readily 
from representative Jobbers in 100 
distributing points. 


Consider these important factors 
when you place your orders for 
poultry netting! Be sure to insist 
upon the original U. S. Poultry 
Fenge! For, in no other netting 
can you obtain the superior U. S. 
features of design and construction 
the public has come to demand! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 
Makers also of 


IMPERIAL Farm, Poultry, Lawn Fence, 
Trellis, Flower Border, Steel Posts, Gates. 


The Netting That Stands PAlone 
‘ BA lke ee 
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SELL ROCHESTER 
SASH BALANCES 


The kind that 
has given hard- 
ware dealers 
and their cus- 
Zh tomers satis- 
faction for over 
25 years. Write 
for prices. 





Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 











The Mark of Quality 
In Wiring Devices 


The Circle F Trade-Mark is 
your guide and assurance of 
absolutely dependable Elec- 

— trical Wiring De- 
vices. Ask your 
Jobber to supply 
you with Circle F 

products. 
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Circle F Mfg. Co. 
Trenton 
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PUT THIS 
in YOUR store 


Here is a real selling display for dies 
and die stocks—attractive, handy. 
It displays 6 of our new “O.K.” Jr. 
Die Stocks with Adjustable Guide, 
and 7 “O.K.” Jr. Adjustable Round 
Dies 13/16” OD on its front. There 
are 24 additional dies, all fast-selling 
machine screw and fractional sizes, 
included in the assortment, carried on 
threaded studs back of the display. 


Every die is unconditionally guaran- 
teed. The prices are at a new low. 
With this No. 1 “O.K.” Jr. Display 
Assortment you can go after die busi- 
ness, and get it profitably. 
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Proposed Arms and Ammunition Code Vigorously Defended 
at Washington Hearing 


(Washington Bureau of Hardware Age) 
TTACKED by Consumer Advisor 
Kekich as “the most drastic” 
code he had seen, vigorous de- 

fense of the code for the small arms 

and ammunition manufacturers was 
made by W. J. Matthews, Chicago, 
trade association attorney, at the hear- 
ing on Sept. 27 before Assistant Dep- 
uty Administrator H. M. Halstead. 
Mr. Kekich said that “aside from 


the labor provisions, the whole code 


revolves around the resale price sched- 
ules,” which would have the effect of 
“stifling initiative and competition” 
and would not protect the public’s pur- 
chases of arms. Mr. Matthews said 
that the price clauses would stabilize 
the industry. Labor Advisor Davis at- 
tacked the code’s “merit clause” and 
asked that the manufacturers eliminate 
it. Stoutly defending the clause, Mr. 
Matthews said it would “clarify the 
law, but would not modify it.” 
Responding to criticism by Labor 
Advisor Davis of the “employee entice- 
ment” clause, F. J. Olin, president, 
Western Cartridge and Winchester Re- 
peating Arms Co., said that the clause 
applied only to salesmen and not to 
factory or other operating workers. 
Mr. Halstead had adjourned the 
hearing when Mr. Matthews recalled 
the request of the Department of Jus- 
tice that the code prohibit the sale of 
machine guns to any person except a 


| duly authorized representative of the 
| law. The amendment was asked in an 





effort to curb activities of gangsters. 
Mr. Matthews presented the amend- 
ment and Mr. Halstead said he wanted 
to go over it before having it incor- 
porated in the code. 

Mr. Halstead also presented an 
amendment providing that the code 
would not apply its wages and hour 
rules in case of an emergency. He 
told Mr. Halstead that this matter 
would have to be carefully thought out. 
Deputy Halstead asked whether it was 


| the opinion of Mr. Matthews that the 
| emergency clause should deal with both 


wages and hours or only hours. Mr. 
Matthews referred the matter to S. M. 
Stone, president, Colt Patent Fire- 
arms Mfg. Co. Mr. Stone said he 
thought it should consider only hours, 
but that it was a difficult question, 
which he would like to take under ad- 
visement. 

In presenting the code, Mr. Matthews 
said he spoke for 90 per cent of the 


| volume and number of arms manufac- 


turers and for 100 per cent of the am- 
munition makers. The combined in- 


| dustries, he stated, had an estimated 


capital investment of $40,221,537, with 


estimated sales for the present year of 
$20,000,000. 

Supporting the maximum 40-hr. 
week, Mr. Matthews said that manu- 
facturers’ peak periods were accentu- 
ated by reason of their inability to 
stock supplies, due to wide variations 
in yearly hunting seasons. He pointed 
out that some 30 per cent of the total 
production was used for duck shooting. 
He said that factory schedules call for 
100 styles and types of rifles and 600 
varieties of shotguns. The processing 
of arms, he pointed out, is a slow pro- 
cedure that requires the services of 
highly skilled workmen. Mr. Matthews 
insisted that the unforeseen demand of 
war required that an adequate force 
of these trained workmen be kept 
within the employ of the industry at 
all times. It was stated that whereas 
the customary peak season called for 
55 to 60-hr. of work per man, this had 
been reduced to 40-hr. upon signing 
by the industry on Aug. 1, 1933, of a 
modification of the President’s Reem- 
ployment Agreement. Mr. Matthews 
said this action had resulted in adding 
1,647 employees or 26.8 per cent and 
in increasing the annual payroll by ap- 
proximately $1,500,000. 

Explaining that the object of the 
code was “to control the pricing and 
distribution of our goods,” Mr. Mat- 
thews referred to a condition which 
found the “government arsenals always 
in competition with private manufac- 
turers.” He stated that a brief had 
been filed with the Administration to 
request that arsenals be not permitted 
to operate under more favorable wage 
and hour provisions than were demand- 
ed from private manufacturers. 

Mr. Olin Said that skilled mechanics 
were the most important labor element 
in the industry and that “considerable 
flexibility must be allowed in employ- 
ment of this type of personnel.” He 
explained that the minimum wage paid 
on July 15, 1929, was 30c. and 22%. 
an hour respectively for male and fe- 
male workers. His statements were in 
reply to an aitack on the wage and 
hour provisions by Fred Hewitt, repre- 
senting the metal trades department of 
the American Federation of Labor. 
He offered an amendment calling for a 
maximum week of 36-hr. with a pro- 
vision to permit not more than 48-hr. 
in any six weeks of any six months at 
a minimum hourly rate of 45c. for fac- 
tory workers. He included a provision 
that there be no narrowing of differ- 
entials existing between the wages for 
common labor and for various classes 
of skilled workers on July 15, 1929. 
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Commerce Bureau May Add 
Retail Hardware Trade to 
Lines Now Being Studied 


(From Washington Bureau of Hardware Age) 


Retail hardware probably will be added 
to the list of retail lines which the Bureau 
of Foreign and Domestic Commerce, De- 
partment of Commerce, has begun to study 
as an aid in tracing the movement of goods 
into the hands of consumers, especially 
during the present emergency. The study, 
announced by Secretary of Commerce 
Roper, is under the supervision of Dr. Will- 
ard L. Thorp, director of the bureau. The 
retail lines embraced in the original sur- 
vey are automobiles, groceries, limited price 
variety goods and rural and small-town gen- 
eral merchandise. These groups will be 
supplemented by others as rapidly as pos- 
sible. 


The setting up of the new retail sales in- 
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DAZEY CHURNS 


sold only through 
Jobbers and Dealers 


The DAZEY has been the leading 
Churn for many years and has al- 
ways been sold through legitimate 
Jobbers and Dealers. Endorsed by 
Good Housekeeping Institute, State 
Agricultural Colleges, and Scientific 
Buttermakers everywhere. It is 
strictly a “Quality” Churn. Only 
the best materials are used and care- 
fully assembled. Made in sizes to 
suit everyone’s requirements, from 
2-quart to 10-gallon. The extension 
of electric power lines into rural 
districts has opened up a new field 
for DAZEY Electric Churns. 
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dexes is being closely coordinated with the 
related activities of other government agen- 
cies such as the retail price figures of the 
Bureau of Statistics, Department of Labor, 
and the department store sales index of the 
Federal Reserve Board. 

Steps have been taken to insure the ut- 
most sped in the collection and organiza- 
tion of the data. Reports will be made by 
telephone and telegraph and will be 
promptly collated by the statistical force 
of the Bureau of Foreign and Domestic 
Commerce. It is expected that the in- 
dexes will be available for publication 
within two weeks of the close of each 
month. 

When operating it is expected that the 
new indexes will serve as a quick and 
helpful guide to changing trends in the 
movement of consumer goods, indicating 
from month to month the effect of varying 
economic policies and practices. At pres- 
ent no such broad guide is available. 

Steps have been taken to obtain sample 
data that will provide the basis for the 


Changes | 1001s 
construction of indexes of dollar sales 


volume in the four retail lines now under New products and new 


study, with others to be added as soon as trade names are constantly 
possible. The purpose it was stated, has 


Recommend DAZEY CHURNS 
for mixing PAINT, LACQUERS 
and PASTE—A NEW FIELD! é 


peo 





Sop) 
23h 





DAZEY SHARPIT—All purpose household Sharpener. Re- 
quires no skill. The original Sharpener of its type. Patented 
grinding wheels. Attractively finished in rust-proof electro plating. 
Furnished with removable, reversible clamp. 


Order from Your Jobber 
Dazey Churn & Manufacturing Company 
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Are Your Salesmen’s Auto Expense 


Allowances 
Too High? 


Reprinted by permission of 
Sales Management 





stitutes a fair automobile allow- 

ance, both to company and to 
salesmen, MacDonald Brothers, Inc., 
management engineers of Boston, 
have just completed a study in which 
a series of averages has been estab- 
lished for the cost of operation of 
light cars on a yearly basis of 5,000 
to 35,000 miles. The study was made 
under the direction of K. B. Keefer. 

The data have been compiled from 
the experiences of representative com- 
panies which may employ several 
salesmen or several hundred salesmen 
in all parts of the country. Table I 
reports figures from a selected group 
of the companies contacted; it lists 
average annual mileage per car, 
number of cars per company, and 
the allowance or cost per mile. 

In order to establish an “ideal aver- 
age” cost per mile which will serve 
as a yardstick for comparison with 
actual allowance or cost reported, 
Table II was developed based on the 
following assumptions: 

1. Cars up to $725 first cost have 
been included. ; 

2. A diminishing 40 per cent an- 
nual depreciation has been used. 

3. Registrations and _ insurance 
have been averaged at $45 per year. 

4. Home garage has been allowed 
for at $7.50 per month or $90 per 
year. 

5. Tires have been assumed to re- 
quire replacements after 20,000 miles. 

6. Gasoline has been assumed at 
$0.15 per gallon and it is believed 
that the type of car considered will 
consume one gallon of fuel per 18 
miles. Oil has been assumed at $0.25 
per quart and 100 miles have been 
assumed per quart. 

7. Repairs have been assumed to 
start at 15,000 miles and to increase 
at the rate of $1 per thousand miles 
thereafter. 

(Continued on page 70) 


ik an effort to determine what con- 
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OF MOTES‘+4,CURVES BASED ON CARS TO*725. FIRST COST 
a 2aHEAVY LINE INDICATES ESTIMATED IDEAL COST 
09 . ]SeSHADED AREA INDICATES FAIR ALLOWANCE(SOI ABOVE HEAVY LINE) 
“ % 4e SPOTTED POINTS AND FIGURES AS@,sINDICATE 
= 0r-% ALLOWANCE AND NUMBER OF CARS CONSIDERED 
% 5.97% OF CARS CONSIDERED FALL WITHIN 

= 07+——* OR BELOW THE SHADED AREA 
g a 
© 06 5 ba 
z 
2 05 
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ANNUAL MILEAGE 











By checking your own auto allowance and annual mileage against this 

chart, it is possible to make a direct comparison of your auto costs with 

this series of rates established as — to both company and employe. 
See article for further explanation. 






































‘a 
TABLE I 
Average Allowance or 
Company No. of Cars Annual Mileage Cost per Mile 
M. . aadenneacakheed 25 12,000 .0299 
Oe )- gicnascacas nace 19 25,000 0419 
Re” uytaiegecaad sed 2,000 15,000 .0475* 
.04** 
ee ees 500 15,000 035 
— SOON Rr 13 24,000 06 
 eabeashrmadieraavacd 160 14,000 046 
o> - atakiemeutednis 90 20,000 04 
ee ee ree 2 13,500 07 
D> Weddandconredecs 15 13,000 .0575 
D -igdhameekmnige nadia 719 16,175 0391 
De ‘“chackisecacseas 79 34,664 -0437 
Di ence ede tena 19 12,500 0407 
ME wacanecesansines 43 26,096 0366 
* Unpaved roads. **Paved roads. “ 
—_|} 
TABLE II 
MILEAGE COSTS ESTIMATED 
(For Various Mileages) 
Annual 
Mileage 
5,000 10,000 15,000 20,000 25,000 30,000 35,000 
Depreciation ............0.0 $290 $290 $290 $290 $290 $290 $290 
Registration and Insurance .... 45 45 45 45 45 45 45 
Mo cetii sca veseces 90 90 90 90 90 90 90 
ME. dicccakadeduateateeeues is ‘aa és ea 35 35 35 
| eres ee nero! 45 90 135 180 225 270 = 315 
RE are ene 12 24 36 48 60 72 84 
Repairs (Service) ............ ae a 10 15 20 25 40 
Mise. (Chains, Anti-Freeze, etc.) 20 25 30 35 40 45 50 
BEE) Heawidscaminweseeno $502 $564 $636 $703 $805 $872 $949 
EE, Wisiaccgautaanaocncacks 10 .0564 0425 .035 032 .029 .027 
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Bissell’s “Grand Rapids,” retails for 
$5.50. ($6.00 in West and South). 


SOMETHING DIFFERENT 


SOMETHING N ew ! 














Have you made 
this extra sale? 


Women know that while vacuums are necessary 
for heavy-duty cleaning, Bissells are indis- 
pensable for daily cleanup of dirt, dust, etc. 
Every woman who buys a vacuum is a poten- 
tial customer for a Bissell, too. 

And the sale of a Bissell sweeper is profit- 
able. It is a greater than average sale, with 
good markup and no markdown. It carries an 
assured profit and insures satisfied customers. 








Ww Ww 
Among carpet sweepers, only Bissell is backed by 
full-page, national advertising. This advertising is 
being read by Eight Million readers—and many of 
them will be out shopping for a new, modern Bissell. 

Reasonable sales effort and store displays will 
help you get your share of the new business. 


BISSELL CARPET SWEEPER CO., 
GRAND RAPIDS, MICH. 


New York Office & Export Dept., 
46 W. Broadway, New York, N. Y. 
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. . . THE LIGHT OF A THOUSAND USES 


| The market for this new Safety Night Light is unlimited. It 
is ideal for use in every room in the home—-spreading a soft, 
| mellow glow that will not interfere with sleep. 


Hospitals and institutions use them by the dozen. Factories, 

| stores and filling stations use them for night lights, in dark 
passage ways, wash rooms, etc. Saves on the cost of electric- 
ity... prevents thievery and accidents. 


It is beautifully finished in green, blue or ivory. Fits any 
regular wall outlet or lamp. No switches or connections are 
required—just plug it in. 


BURNS 100 HOURS FOR ABOUT ONE CENT 


The Hamilton Beach Safety Night Light will burn all night 
at little or no cost for electricity. It will actually burn 100 
hours for about one cent. Often, when no other current is 
being used, it will not turn the meter. The bulb is a stand- 
dard 3.8 volt Mazda. Operates on 110 volt A.C.—60 cycles. 


Sells itself 


Place the attractive Display Carton on 
your counter—connect one light in the 
space provided—and watch the new 
Hamilton Beach Safety Night Light sell 
itself. It is a novelty with a practical 
purpose—a fast moving counter item. 
Retails for $1.00 under our profit-pro- 
tecting policy. Order from your whole- 
saler. Hamilton Beach Manufacturing 
Company, Racine, Wisconsin. 


HAMILTON BEACH 
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A REGULAR FEATURE 
OF HARDWARE AGE 


How’s ueHardware Business? 


Interpreting for hardware 
men, such basic factors as 
crop outlook, freight car 
loadings, circulation of 
money, building progress, 
employment, etc., and 
dealing with specific price 
trends, demand for mer- 
chandise, shortage and 
future outlook as reflected 
by the study of the na- 
tional hardware market 
situation. 











Hand farming tools (steel 
goods), following the mark-up of July 
first, have been raised October second 
by about ten per cent on first-grade 
items, and a further five to ten per 
cent on second quality. The July 
change had touched only the middle 
and lower price ranges, and the cur- 
rent advance does not greatly alter 
third quality figures. The effect of 
both changes has been to reduce the 
spread between first and second grade 
forks, hoes and rakes, and to strength- 
en the price appeal of the first quality 
brands. Wholesalers are commencing 
to solicit 1934 spring futures from 
retailers. 

* * * 

Prepared roll roofings and felts, 
after numerous mark-ups at short in- 
tervals since last April, have again 
changed, effective October third. Smooth 
and slate surfaced roll roofings are up 
a further five to seven per cent, diamond 
point rolls 744 per cent, and slaters’, 
asphalt and tarred felts about five per 
cent. 

* * * 


Steel code resale regulations are 
still puzaling wholesalers, who find it 
difficult to keep up with the various 
rules applying to dealer costs on nails 
and wire products, and on sheet steel, 
corrugated roofing and other staples 
affected. There is general protest con- 
cerning the forcing of % of 1% 10 
days cash discount upon the retailer, as 
the mills require. Another feature dif- 
ficult of solution is the figuring of de- 
livered prices, as required, governing 
all points to which retailers’ shipments 
are directed. 

* * * 

Prices on weatherstrip of various 
styles were advanced October first, 
ranging from ten per cent on bronze 
strips to about twenty per cent on the 
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wood and felt types. Other advances 
were made earlier in the year, and the 
cumulative mark-up on some competi- 
tive numbers has been very great. 

* * * 


Sales of household electric re- 
frigerators by members of the National 
Electric Manufacturers’ Association 
during August were 82,495 units com- 
pared with 23,124 in August 1932, an 
increase of 256.75 per cent. Unit sales 
for the year to September first totaled 
742,572 units, compared with 569,344 
for the corresponding period of 1932, 
an increase of 30.43 per cent. ~ 

* * * 


All available mediums for reach- 
ing the public will be utilized in the 
“Buy Now” campaign which NRA 
launched October 9th. | Newspapers, 
magazines, radio and moving pictures 
will be utilized in an endeavor to keep 
consumption in line with increasing 
industrial production. The public will 
be urged to make ‘purchases before 
higher prices set in. While sharp rises 
are predicted by NRA officials, every 
effort will be made to prevent profiteer- 
ing. 

* *& * 

Price advances are still the 
order of the day, though moderating 
considerably in number and degree. 
Manufacturers seem more hesitant 
about announcing increases, except 
those of great urgency. On several im- 
portant lines, where changes were or 
are contemplated, old prices have been 
extended from thirty to ninety days 
further. 

* * *% 

Hardware sales in September 
showed a decided improvement over 
last year, but dealers report that con- 
sumers are unwilling to buy merchan- 
dise upon which price advances have 
been radical. Retail stocks continue 


unusually low, due generally to credit 
conditions. Liberal future orders are 
being placed on spring merchandise 
where there has been no great increase 


in cost. 
* * * 


On leading electrical appliances 
manufacturers have again advanced 
prices, about ten per cent. An increase 
of about twenty-five per cent on turn- 
buckles, recently announced, will prob- 
ably be followed by a similar change 
on galvanized wire rope clips. 


+ * 


Philco Radio reports, in a re- 
cent news note, that it is 200,000 sets 
oversold. E. T. Cunningham, Inc., 
makers of radio tubes, have sent a 
letter to the trade saying that billing 
prices will be raised 20 per cent in the 
near future and that price levels are 
subject to change without notice. 

aa * * 


The price of pig tin in the New 
York market advanced recently to the 
highest level reached since 1929. Pro- 
duction is closely regulated abroad, 
and supplies have been so curtailed as 
to effect almost a shortage, temporarily. 
Solder prices have been immediately 
affected by corresponding rise. The 
Gardiner Metal Co., producers of core 
solder, announce new higher schedules 
in effect October 7th. Gardiner Metal 
Mender (household core solder) has 
been raised twenty cents to $1.20 per 
carton of ten cans, with the resale value 
changed to 18 cents per can. 

* * * 


Cast iron jack screws, have 
taken their second ten per cent advance 
in about thirty days. Sales of these 
screws have been greatly affected by 
the building slump of the past two 
years, and manufacturers have been 
making special effort to hold prices 
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| HINGES 


Quality Products 
Manufactured Since 1899 


- 


Door Butts 
Strap and Tee Hinges 
Wrought Steel Shelf Brackets 
Safety Hasps and Hinge Hasps 
Ornamental Hinges 
Garage Door Hardware and Door Handles 
Screen Door Hardware 
Cellar Window Sets 
Back Flaps and Chest Hinges 
Corner Irons and:Corner Braces 
Heavy Pressed Steel Door Handles 
Barrel Bolts 
CARDED HARDWARE: 


ALL Are Available Through Progressive Jobbers and | 
are Fully Described in our Catalog No. 19 Which We ply you, write to 


Will Send on Request. 


RIFFIN 


anufacturing Company 


ERIE, PENNSYLVANIA 


MANUFACTURERS 














Branch Offices and Warehouses: 


NEW YORK: 45 Warren St. BOSTON: 113 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 
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ATKINS 
Sree SAWS 


|A Good Profit in Each Sale 


| No matter what kind of 
high grade or medium 
priced hand, rip or 
panel saws, crosscuts, 
circular or narrow band 
saws, files or machine 
knives skilled me- 
chanics, farmers or 
home crafters may call 
for, you can satisfac- 
torily supply your cus- 
tomers with  interna- 
tionally known products 
recognized everywhere 
as 


"The Finest 
On Earth" 


and that’s ATKINS. We 
| have always maintained 
the quality in our goods 
—therefore each sale 
of ATKINS SILVER 
STEEL SAWS or other 
products, no matter how 
small, is made with a 
good profit to the 
dealer. 


Think of ATKINS as 
the source of supply 
for all your saws and 
saw tools, specialties 
and files, and order 
them today from your 
jobber.— 











If he cannot sup- 


us and we will 

see that you are 

supplied promptly. 
Ask for free display 
and advertising helps. 





| us 








E.c. ATKINS and Company 


“THE SILVER STEEL SAW PEOPLE” ESTABLISHED 1857 
Makers of highest grade and leading types of all kinds 

of Saws, Saw Tools, Handles, Plastering Trowels 

| Scrapers and Specialties 





HOME OFFICE AND FACTORY - - - - - INDIANAPOLIS, INDIANA 
CONDENSED 
SEE 933 RECTORY mugget 
HARDWARE Ace eR 
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within reasonable bounds, despite heav- 
ily higher costs. 
* * x 

Further advances on floor, coun- 
ter and window brushes, recently 
quoted, vary according to quality from 
ten to fifteen per cent. Feather dusters 
and some wool wall dusters were raised 
last month about ten per cent. 


* * * 


Manufacturers of cast iron hol- 
low wgre have increased prices, the 
greatest change appearing in items 
which competition had forced down be- 
low cost to manufacture. On the best 
grade the advance reached about 12% 
per cent. 

* * * 

Capacity operations are reported 
in practically every division of the Gil- 
lette Safety Razor Company at their 
South Boston plants. Immediately 
upon the recent reduction in blade 
prices, orders from jobbers became 
so heavy—though many had _ taken 
warning and stocked up—that the de- 
mands compelled the company to push 
its production to the limit of its per- 
missible capacity under NRA regula- 
tions. 

* * * 

Lawn mower manufacturers have 
announced an advance on competitive 
grade mowers of about 12% per cent, 
effective November first. 


* * * 


Axes and ax handles seem to be 
oversold in some quarters. Factories 
report the largest volume in years, in- 
fluenced by recent low prices—by the 
conservation demand—and the gener- 
ally increased use of axes during days 
of fuel economy. 

* * * 

Bolt, nut and rivet makers have 
opened their books at unchanged 
prices, for orders to October 30th, in- 
stead of for the usual quarterly period. 
This industry still is working on its 
code and the extension of prices for 
thirty days, therefore, is a temporary 
expedient. Automobile specifications 
are the chief mainstay of the bolt and 
nut market, although they are down 
sharply from recent levels. Hardware 
and general industrial buying has been 
improved. 

* * * 

Buyers for chain stores handling 
5, 10 and 20 cent merchandise have 
notified producers that price limits to 
be paid for merchandise have been 
altered to fit the higher overhead ex- 
pense of operating under the recovery 
program. Representatives of one large 
chain informed their suppliers that, 
in the future, 80 cents per dozen will 
be the highest price paid for items de- 
signed to retail at ten cents each. As 
much as $1.00 per dozen, and some- 
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times more, was paid in other days 
for ten-cent retailers. Under the new 
schedule, merchandise costing $1.00 
per dozen will be sold at 15 cents and 
any items costing more than $1.00 to 
$1.15 will be retailed at 20 cents. The 
new schedules are in closer line with 
usual hardware store practice. 
* * * 

Lamp cord prices were advanced 
ten to fifteen per cent on September 
25th, and at the same date, Romex and 
other non-metallic sheathed cables ad- 
vanced five to fifteen per cent, accord- 
ing to the quantity sold. 

* * * 

Wire brushes, after due pre- 
liminary notice, have been advanced 
about fifteen per cent. Liberal cover- 
ages of wholesalers at previous costs 
may delay the extending of this ad- 
vance to dealers for some weeks. 

* & 


Anti-dumping orders against im- 
ports of Japanese electric light bulbs 
and rubber-soled fabric-topped  foot- 
wear was issued last month by the 
Treasury Department. The orders re- 
quire levying of sufficient duties to as- 
sure that the Japanese products will 
not be sold in the United States at 
prices less than those prevailing in 
Japan. 

* ca * 

Many toy manufacturers have 
advanced prices, and by reason of con- 
servative operating programs, predict 
shortage during the months ahead. 
Footballs and basket-balls have been 
advanced about ten per cent, and sleds 
fifteen to twenty-five per cent. Tubular 
ice skates were marked up in August, 
but no changes have yet been an- 
nounced on clamp skates. Rumors are 
rife of a probable change, estimated at 
ten to fifteen per cent. 

* * * 


Booming business is reported 
by Sallee Brothers, Pocahontas, Ark., 
manufacturers of hickory handles. Dur- 
ing the past ninety days the demand 
has been of such proportions that the 
company has increased the number of 
workers on its payroll and is now oper- 
ating both day and night shifts. 

* * * 

Sash cord prices were reduced 
rather drastically by several leading 
makers, with the first announcement of 
lower prices made on Sept. 30. An- 
other producer followed with similar 
reductions on Oct. 2. The declines 
ranged from 3c to 5c per pound, ac- 
cording to quality. On Oct. 5 several 
large makers had not yet announced 
like price revisions. As no declines of 
consequence have occurred in the raw 
cotton market, it appears that the de- 
clines can be ascribed to competitive 
factors. 


New resale cost sheets and re- 
tail price lists have been issued by 
General Electric Co., Bridgeport, 
Conn., on General Electric Hotpoint 
heating devices and accessories. The 
new prices became effective on Sept. 
15, and reflect several advances. A 
new supply parts price list is being 
prepared and will shortly be distrib- 
uted. 

* * * 

A new price list showing ad- 
vances on several products was issued 
by the Sheffield Bronze Powder & Sten- 
cil Co., Cleveland, Ohio, on Sept. 20. 
In announcing the new prices the com- 
pany stated the adoption of NRA codes 
in various raw materials and container 
industries makes it impossible to an- 
ticipate manufacturing costs for more 
than thirty days in advance, and that 
current prices will therefore not hold 
after Oct. 19. 

* ~~ * 

Eaves trough, conductor pipe 
and ridge roll prices were recently 
advanced 10 to 12% per cent, with 
about the same rate of increase on 
most trough and pipe fittings. Con- 
ductor elbows, which advanced July 
24, remain unchanged. The new deal- 
ers’ discounts in the central territory 
rae 75=10 per cent on crated eaves 
trough and ridge roll and at 75-21% 
per cent on crated conductor pipe, not 
nested. 

* * * 

A new price list, applying to 
catalog No. 34, covering Moe’s line of 
poultry supplies, has been issued by 
the manufacturers, Hoeft & Co., N. 
Chicago, III. 

* * * 

Price reductions on the LeMay 
line of forced feed faucets have been 
announced by the maker, J. P. LeMay, 
Casey, IIl. 

* x * 

Business failures show very fa- 
vorably. Dun reports 251 failures for 
the closing week of September, com- 
pared with 275 in the preceding week, 
and with 540 in the corresponding 
week of 1932. 

* * * 

Debtors are paying up, accord- 
ing to the secretary of the Chicago 
Association of Credit Men. Credit 
conditions in Chicago territory have 
improved so that cash receipts current- 
ly are exceeding sales. Many large 
and small claims, that have been hang- 
ing fire for months or even years, have 
been cleaned up, when, a few months 
ago, not even a partial payment was 
attempted. 

* * * 

Bank clearings are again some- 
what improved—the comparison for the 
final week of September being better 
than that for any week since the mid- 
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@ QUALITY EQUIPMENT 
fora MARKET THAT’S 
“PRICE CONSCIOUS” 


The fact that the Frantz No. 40 Garage Door 


Set has been a big seller right through the | 


depression is proof that the public wants qual- 
ity, even when price is a most important 
factor. This unusual set was designed to be 
inexpensive, not cheap—to give the Frantz 
Dealer a sales stimulator, without reducing his 
profit. 


There is a Frantz garage door set to fit the 
requirements of every purse and every pur- 
pose—a choice of sliding, sliding-folding, 
around-the-corner and “overhead” types, and 
every outfit popularly priced. 


With every Frantz garage door set—yes, with 
every item in the Frantz line of Guaranteed 
Builders’ Hardware—you are able to offer 
your trade “more for their money.” It’s that 
kind of treatment that will bring them back 
to your place of business. Write today for 
information and prices. 


FRANTZ MFC, CO., Dept. HA10, STERLING, ILL 


RANT 


Guaunkd Builders Hardware 
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| vantage of this “break” on to you. 


A NEW DEAL 


onCarrom 
FLOTILLA LUEILE AY 








© Now Sold Direct to the 


Dealer eee You Reap 
the Benefit ! 


For forty-four years Carrom Game Boards have 

proved a never-failing source of sales and profits to 
| dealers. Year in and year out, through good times 
and bad they’ve never lost their appeal as fascinating 
| fun for children of all ages. And now Carrom has 
| made it even more profitable for you to handle these 
| perennial best sellers. All Carrom Game Boards 
| can now be purchased direct from the factory, elim- 

inating all intermediate profits and passing the ad- 
Use the coupon 
for descriptive literature and prices. 


Ghe(arrom(@mpany 


ESTABLISHED 1889 
LUDINGTON — MICHIGAN 





THE CARROM COMPANY, LUDINGTON, MICHIGAN 


Dept. H-103 


Gentlemen: Please send me descriptive literature, prices, and 


| details of your new deal on Carrom Game Boards. 











dle of August. The total for all lead- 
ing cities in the United States, as re- 
ported by Dun & Bradstreet, was 9.2 
per cent above a year ago. 

* * * 


Wholesale commodity prices, ac- 
cording to the index of the U. S. Bu- 
reau of Labor, continued upward 
during the week of September 23rd, 
moving up 11% per cent to the highest 
point reached for the present year. 
The week showed an increase of 20 
per cent over the low point reached 
the week of March 4th. Wholesale 
prices of farm products are responsi- 
ble for most of the late increase, rising 
more than six per cent. 


oe @ @ 


Grass and weed scythe prices 
were recently reissued. Manufacturers 
have recommended higher prices for the 
retail trade—an advance of $1.00 per 
dozen on grass scythes, and $1.20 per 
dozen on weed and bush scythes. 
Prices are subject to change without 
notice, with usual terms, prepayment 
discount and trade equalization as in 
the past. Snaths have just been raised 
about ten per cent. 


x * * 


The Corbin Screw Division has 
issued new price lists on sash, jack, 
safety and ladder chain, discarding 
several sizes, and quoting generally 
by the hundred feet instead of by the 
dozen yards. Packing in boxes of 50 
feet replaces the former “dozen yards” 
boxing. Plumbers chain, as a separate 
item, has been discarded on the ground 
that it has served no purpose for which 
the similar safety chain cannot be used. 


er * * 


Asbestos paper and mill-boagd 
prices, following the advance of ten 
dollars per ton in July, have been con- 
firmed September 25th without further 
change, by the Sall Mountain Co. and 
other leading producers. 


Cast iron dampers have advanced 
approximately ten per cent, including. 
from several makers, a sliding scale of 
jobber discounts, graded in five groups 
ranging from 25 dozen to a carload. 

* ” * 


Steel wrecking bars, in sizes 
from %x12 inch to 34x36 inch, 
were raised in price approximately 
ten per cent, last month, by the Ameri- 
can Logging Tool Co., and others. 


* * ~ 


All-rubber garden hose, popular 
during the past season by its very low 
pricing, has been advanced about forty 
per cent in a recent change. 


* + 


Calcimine and interior cold and 
hot water paints advanced September 
5th to jobbers ten dollars per ton. 
For some time previous, manufacturers 
had reserved the right to reduce any 
orders which were out of proportion 
to recent average purchases. 


* * * 


Wholesalers have withdrawn 
prices on binoculars, field and sport 
glasses, and are accepting business 
only subject to prices prevailing on 
day of shipment. The foreign ex- 
change situation has made this move 
necessary as a protection against seri- 
ous fluctuations. Thermometer prices 
have been raised an approximate ten 


per cent. 
*% * * 


Of the ten major commodity 
groups classified by the Bureau, eight 
groups showed an increase and two 
were unchanged—the first time in the 
past ten weeks that no decrease has 
been reported for any group. Foods 
and textiles each registered a gain of 
more than one per cent. Other in- 
creases were on fuel and lighting ma- 
terials, metal products, building ma- 
terials, housefurnishing goods, and 
“miscellaneous.” No change was re- 





Universal No. E721 


Electric Chafing Dish 
Has food pan nesting in water pan, 
which is in lower part of unit. Chromium 


plated, two heats—160 and 420 watts, 3 
pint capacity. Universal safety fuse plug 





and 6 ft. art silk heater cord. Black trim, 
cover and food pan silver lined. Water 
pan tin lined. Suggested retail selling 
price, $9.95. Landers, Frary & Clark, New 
Britain, Conn, 
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Nesco DeLuxe, Roaster 
and Roast Rack 


In 15% in., 18 in. and 20 in. lengths. 
Roasters and roast-rack available in blue 
brilliant, ivory and green porcelain enam- 
eled finishes. Roast-rack facilitates turn- 
ing so that all sides may be uniformly 
browned. Permits easy removal of fowl 
or roasts, without disfiguring or mutilating. 
National Enameling & Stamping Co., 270 
N. 12th St., Milwaukee, Wis. 





ported for hides and leather and for 
chemicals and drugs. 
* * 


Padlocks have taken their first 
major advance, averaging nearly 
twenty per cent on leading sellers. 
This change has long been expected, 
and the trade generally have bought 
freely in anticipation. 

* * * 


Recent price changes on post 
hole tools average twenty-five per cent 
increase on augers and ten per cent on 
diggers. Planters and seed sowers are 
up about five per cent, and snow 
shovels have been raised 74 per cent 
to ten per cent. 

* * * 

Manufacturers of hunting equip- 
ment, largely made up of goods with 
a leather or cotton content, announced 
a second advance in prices on Septem- 
ber 5th. The first mark-up of ten 
per cent was effective August 2nd. 
The later price change brings leather 
gun cases, holsters, belts, etc., to a 
basis 20 per cent higher than that 
ruling last winter. 

* * *& 


Canvas hunting coats, pants, 
vests, and caps—also gun covers, shell 
and duffle bags, etc., are now about 
331-3 per cent higher than last Janu- 
ary. The factories point out that cot- 
ton and leather have advanced from 
40 to 60 per cent, so that, with other 
factors which have increased produc- 
tion costs, an even greater mark-up in 
the price of hunting equipment would 
have been justified at this time. 

* * * 


Sales of Sears, Roebuck & Co. 
for the four-week period ended Sep- 
tember 10th were $22,584,000, as com- 
pared with $19,145,000 in the cor- 
responding period last year, an increase 
of 18 per cent. Sales in the first eight 
periods of 1933, to date, as compared 
with the same period last year, regis- 
tered a decline of about 744 per cent. 


* @ #@ 


Montgomery Ward business for 
August was 20.55 per cent larger than 
in the same month last year, making 
the largest percentage of gain recorded 
since May, 1930, and contrasting with 
increases of 15.34 per cent in July, 
8.9 per cent in June and 6.57 in May, 
which was the first month in nearly 
three years to show improvement over 
the corresponding figures for the pre- 
ceding year. 

* * 

On Bissell carpet sweepers, 
wholesalers are engaged in a special 
sales carnpaign for the fall, offering a 
very attractive display stand, free to 
all dealers whose purchases justify and 
who agree to use it. .. « 


HARDWARE AGE 

















































PRECISION 
in the manufacture of 


sRIVETS $o¢ 


. depends on many factors .. . quality- 








"workmanship, engineering experi- 





ence... modern equipment and an 





_honest desire to offer the 
product possible. It is exactly these 


features that guarantee the con- 







tinuous, unfailing service of our 


de rivets. No wonder they are “approved 
by the keenest buying brains in the 






country’’! 








TUBULAR RIVET & STUD ¢O. 


€ BOSTON, MASSACHUSETTS 
The largest fac in the world devoted to 
. the manufacture of Tubular and Clinch Rivets 2 
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625 
DEALERS 
POINT THE WAY TO 


A SURE PROFIT OF 


$600 2° 
PER YEAR 





Not the testimony of a few, but the irrefutable 
facts of a nation-wide survey prove beyond 
the shadow of a doubt that you as an average 
dealer will positively net $600.00 per year extra 
profits by renting the DREADNAUGHT Port- 
able Dustless Sander to home-owners and con- 
tractors in your community. 


Our plan is simple, practical, proven, and ex- 
tremely easy to follow — assures complete 
success and is built around the only really 
practical sander for rental purposes. 


$5.00 per day per rental is the usual profit 
from the sander alone. In addition, however, 
each rental is usually good for an equivalent 
profit from the sale of varnish, filler, shellac, 
brushes, etc. 


The complete facts, sent to you without the 
slightest obligation, are yours for the asking. 
Use the coupon. 


MAIL THIS 


ome UR en. 





a A 





Dreadnaught Sanders, 
Dept. H-1033, Muskegon, Mich. 


Dustless Sander and Rental Service Plan. 


Name 


Address 





City State 


Send complete information on your Dreadnaught 6 
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LETTERS to the Kditor 


N.R.A. Codes and the New Major Dealers’ Association 


Torexka, Kan.—National Hardware 
& Supply Association formed by Major 
Hardware Dealers of Country. The above 
entitled article on page 50 of your publi- 
cation of the 14th instant, is interesting 
and indicates that the gentlemen involved 
are un-tremulous in the requests they in- 
tend to make for preferential price treat- 
ment and advantage over their small 
competitors in the same general line of 
business. 

If a minority group of the more power- 
ful hardware retailers can succeed in 
separating themselves from their fellows 
in the same trade and occupation, set up a 
code for themselves that gives them ad- 
vantages not to be shared with the small 
merchant in the same line of business, 
and get away with it; then the entire 
Industrial Recovery Act is as dust and 
ashes. 

The act is not intended to give pro- 
tection to a minority that has heretofore 
enjoyed preferential prices but is intended 
to give protection to the great nation of 
small enterprises that have been, and 
are being oppressed and driven out of 
competition on account of discriminatory 
prices accorded to a favored minority by 
manufacturers and jobbers. 

Any code that makes claim that one set 
of powerful individuals in a trade or in- 
dustry should receive benefits and advan- 
tages that are denied to the small opera- 
tor in the same trade or industry, is de- 
signed to promote monopoly, designed to 
eliminate and oppress small enterprises 
and to enjoy a discriminatory advantage 
over them. 

The NRA provides that no code or 
codes shall be designed to promote 
monopoly or to eliminate or oppress small 
enterprises and that will not operate to 
discriminate them. 

It provides further that monopolistic 
practices will not be permitted and that 
associations or groups submitting codes 
shall be truly representative of the trade 
or industry which are affected thereby and 
that no inequitable restrictions or admis- 
sion to membership are being imposed. 

In the first place this minority group 
that sets itself up as apart from the retail 
hardware industry is not representative 
of the trade or industry. 

In the second place it imposes inequi- 
table restrictions on admission to it’s mem- 
bership, designating itself as metropolitan 
retail distributors and settling a volume 
of $100,000 annual business as the basis 
of membership admission. 
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There are any number of hardware 
stores in the United States located in 
country towns whose annual business ex- 
ceeds that figure and why should they be 
excluded—why should they be denied the 
right to receive the same price advantage 
from manufacturers and jobbers? 

Here we have a group that sets itself 
up, asking for preferential buying advan- 
tages that the small industry in the same 
general business does not enjoy, seeking 
to obtain a discriminatory advantage over 
their smaller competitors. 

If this minority group of retail hard- 
ware merchants can wiggle out of the 
clear language of the NRA, designed 
among other important matters, to give 
protection to the small enterprise; then 
one of the chief purposes of NRA will 
have been defeated. 

I predict that they will not get to 
first base in an effort to obtain an advan- 
tage over their small competitors and yet, 
every hardware dealer excluded from 
membership and thus denied whatever 
advantages there may be in membership 
should protest this CHALLENGE TO 
PARAGRAPH 3 of the National Indus- 
trial Recovery Act. 

The NRA was never conceived to give 
advantage to the powerful minority but 
to protect the small majority. What this 
country needs as much as anything else 
is thousands upon thousands of prospering 
small enterprises and not just a handful 
of powerful interests that have become 
powerful through preference and through 
oppression and discrimination against the 
small dealer. 

R. B. Austin, President 
W.A.L. Thompson Hardware Co. 


A Letter to Mr. Norvell From 
Hawaii Hardware Man 


Hiro, Hawau.—J have just read your 
article, BEAUTY IN COLOR AND FORM, 
and note particularly your comments on 
the speakers at CHICAGO, advocating, re- 
duced costs, by cutting down on finish and 
boxes. 

It brings to mind my trip around the 
world in 1914 and 1915: getting to the 
Orient at that time, found most of the 
hardware concerns English and a real Iron 
Mongers store: small display windows, 
etc., but in those windows, what there was 
of them for display would be American 
tools, open in packages: of course I would 
invariably go in and introduce myself and 





would bring up the fact that they were by 
far more English, yet they used the small 
space for display of American merchan- 
dise, and they would admit it was because 
of the better finish and attractive boxes. 
This also applied, in many cases, to my 
later trips through South America, Aus- 
tralia and New Zealand. While I am still 
running an old-fashioned Hardware Store, 
no fancy fixtures, I'll pay the difference for 
the finish and attractive boxes. 

Are you reneging on that trip to the 
South Seas? Seems so in favor of the 
raft down the Mississippi. 

Do not do it. Come my way; you'll 
enjoy it more. I have just returned from 
a “FISHIN’” trip to a rarely visited part 
of this island and got some two hundred 
(200) rock cod, shore fishing; these I 
dry and salt, a favorite food to us KA- 
NAKA’S, with our poi. 

Do make up your mind to see some of 
this part of the world before it is too 
late for you. 

P. C. Beamer, 
P. C. Beamer’s Hardware Store. 


Lumber Yard Competition 


Tuscota, Int.—Having read so much 
about the drug store being unfair com- 
petition I believe there are others just as 
bad or worse. 

The lumber yards just for an example. 

They get the first chance at the builder 
and contractor. I have known cases where 
they would give the builders’ hardware to 
get the lumber bill, or figure it in at cost 
to make the lumber bill look better. 

If the lumber customer does not say 
anything about the nails they just send 
them out with the lumber if he does not 
kick, fine, the hardware man is out again. 

And yet, if you are going to put on 
a new roof, Mr. Lumberman says he can 
fix him out with copper or tin valley very 
reasonable. When the job is about done 
the builder says the paint was figured in 
with the lumber, too. 

Now the hardware man cannot stock 
lumber and roofing as a side line just 
to get the builder’s hardware. I don’t 
believe. 

What do you think about this, if you 
have not thought about it Mr. Hardware 
Merchant it is about time as the lumber 
yard is going to be the hardest battle 
the hardware man will have, if not now. 

C. E. Tupor, 
Tuscola, Ill. 
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When You See 
This Insignia— 
















UR CONDENSED ¢ 
0"\933 DIRECTORY NUaLOs 
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in a form letter, a circular or in an advertisement in 
this or any other paper, it is an invitation from the 
advertiser for you to refer to and use the information 
he has provided for you in the 


ANNUAL DIRECTORY NUMBER 


of Hardware Age 
“The ‘Who Makes It?’ tissue” 








This is the only “Buyers’ Guide” in this field. It is — 
in general use by buyers throughout the hardware 
trade. 


Use your copy regularly. It will put you in touch in- 
stantly with the whole world of hardware merchandise. 


Keep your “Directory Number’ at hand 


for ready reference | 
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NRA Codes Dominate Sessions 
at Mill Supply Convention 


if JHE Triple Mill Supply Conven- 
tion was held at the Wardman 
Park Hotel, Washington, D. C., 
Sept. 25, 26 and 27, 1933. Obligations 
and opportunities available under the 
NRA Codes dominated each session. 
Appropriately, the convention itself on 
the final day attended the public hear- 
ing on the Mill Supply distributors’ 
code. Speakers on the program, and 
those who spoke informally from the 
floor supplied ample evidence that the 
manufacturers and distributors repre- 
sented by the three associations have 
determined to take full advantage of 
the NRA for developing a profitable 
industry. The organizations repre- 
sented in the triple convention are the 
Southern Supply & Machinery Distribu- 
tors’ Association, National Supply & 
Machinery Distributors’ Association 
and the American Supply & Machinery 
Manufacturers’ Association. 

Naturally enough, a great many 
hardware men, both manufacturers and 
distributors were present. With mill 
supplies largely a part of the hardware 
distributing field, a hardware reporter 
felt quite at home and among friends. 
In fact, the roster of those in attend- 
ance closely paralleled in many cases 
the names which will be found at the 
coming Chicago convention ‘of hard- 
ware manufacturers and wholesalers. 

Monday morning, the convention got 
under way with a joint session of all 
three associations with H. E. Ruhf, 
the Cleveland Tool & Supply - Co., 
Cleveland, Ohio, presiding. Mr. Ruhf, 
president of the National Association, 
made the opening talk which outlined 
the early developments of the NRA 
which he called a philosophy requir- 
ing a new viewpoint in business, a 
viewpoint which should lead to ethical 
codes of fair competition and a greater 
coordination of manufacturers’ and dis- 
tributors’ sales activities. The speaker 
called for a closer study of distribu- 
tion costs, differential or margins re- 
quired and the necessity for the estab- 
lishment of resale prices. Mr. Ruhf 
also pointed out that if manufacturers 
were to set up retail prices showing a 
differential commensurate with the dis- 
tributors’ cost of doing business it is 
essential that distributors maintain 
these prices because the day of the 
“gypper” and “chiseler” is passing. 
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GEORGE A. FERNLEY 


Secretary National 
Supply and Machinery 
Distributors Association 


The speaker called upon manufac- 
turers to stop straddling in the matter 
of distribution policies. He did not 
question the right of the manufacturer 
to sell direct to the large consumer but 
did definitely state “no consumer, re- 
gardless of the size of his purchases, 
is entitled to the same or lower prices 
than are jobbers or distributors, on 
those commodities usually recognized 
as being standard mill supply items, 
because the consumer buys these com- 
modities only because he needed them, 
not because he is interested in this 
particular manufacturer’s line. The 
distributor, on the othér hand, is inter- 
ested in promoting the line, and spends 
his money and efforts developing it. 
He is a part of the manufacturer’s 
sales organization.” 

Calling for honest efforts, in keeping 
with the spirit of the NRA, and wel- 
coming the new opportunity for both 
ethical and profitable business opera- 
tions, H. F. Seymour, president, Colum- 
bian Vise & Mfg. Co., Cleveland, Ohio, 
addressed the meeting as president of 
the American association. He said in 
part: “First, we must be honest—hon- 
est not only with labor, with our cus- 
tomers, with our competitors; but hon- 
est with ourselves. This is no time 
for the chiseler—there is no place for 
the cheater. They will be in trouble. 
The fellow who tries to ‘put one over’ 
won’t get very far. The sharp practice 
man may think he is getting along 
well, but one day will wake up facing 








Cc. C. KRUEGER H. F. SEYMOUR 
Pres. Southern Supply 
and Machinery Dis- 
tributors Association 


Pres. American Supply 
and Machinery Mfrs. 
Association 
the penalty of the law. Again I say, 
this is an honest man’s deal. But it 
is not only the honest man’s deal but 
it is the good business deal, and de- 
mands straight thinking and straight 
acting, letting the chips fall where 

they will. 

“Tt is not only conceivable, but prob- 
able, that a certain part of industry 
will have to be discontinued. We al- 
ready see the Government forcing cur- 
tailment of production of various com- 
modities; possibly it will be necessary 
to eliminate 10 per cent of industry. 
President Roosevelt in one of his radio 
talks said, ‘the unfair 10 per cent could 
produce the cheap goods so cheaply 
that the fair 90 per cent would be com- 
pelled to meet the unfair conditions. 
Here is where the Government comes 
in. The Government ought to have the 
right and will have the right, after 
surveying and planning for an industry 
to prevent, with the assistance of the 
overwhelming majority of that indus- 
try, unfair practice and to enforce this 
agreement by authority of Government.’ 

“This will not necessarily mean price 
advances, but it should mean price 
stabilization. Neither does it neces- 
sarily mean the elimination of the 
small concern; it is often the large 
company which is the offender.” 

Mr. Seymour expressed the opinion 
that a firm truly in the spirit of the 
NRA, would buy from and sell to only 
other firms following the same con- 
structive program. 
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HINGEWARE 


{STANLEY 
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NEW BRITAIN, CONN. 


STANLEY 


HAND TOOLS 








No. 118A LAMP 


A handsome model 
with Coleman quality 
through and through. 
Your customers will 
like its appearance. 
They’ll like its clear, 
steady brilliance of 300 can- 
dle-power. Lights instant- 
ly. Roto-Type Burner as- 
sures continuous service. 
Clean. Safe. Always ready 
with plenty of good light. 
Show them lighted .. . they 
sell themselves. 

U. S. Retail Price..........ccc0sc000« 


No. 242 LANTERM 


The little lantern with 
the big brilliance! Lights 
instantly. Single mantle 
type; produces up to 175 
candlepower of pure white 
steady shining radiance. 
A handy light for sports- 
men and for general use. 
Equipped with genuine 





pump. A sure-fire ‘seller that 
supplies many lighting needs. 
UD, Sis BOONE PBIB a occcccscacsensonses 





Here are some of the best sellers for Fall Business. 
They maintain the Coleman Standard of Quality at Fair 
Prices. They are backed by a guarantee of satisfactory 
service. Their sales are supported by national adver- 
tising which, monthly, carries the Coleman message of 








See your 
Sales Helps. 


THE NEW CENTURY 
DUO-LITE 


The newest in Cole- 
man lights. Lights in- 
stantly and produces 
up to 150 candlepower = 





brilliance. Modernist- 

ic metal base of fluted 

column design, black lac- No. 
quered. Fitted with decor- 121 
ated Parchment Shadethat 


harmonizes with design of 
base. It’s a double duty 
light. Can bequickly made 
into a lantern by removing 
shade, lifting out of base and $7 ¢ bail. 
Wind-proof, Insect-proof. 


U. S. Retail Price... $7. 95 


These Retail Prices are subject 
to Dealers’ regular discount. 














Get in Touch with Your Jobber or Write 
Nearest Coleman House for Prices and 
Sales Plan. 


THE COLEMAN LAMP 
& STOVE COMPANY 


General Offices: Wichita, Kansas 


Branches: Chicago, Philadelphia, 
Los Angeles, Toronto, Canada 


Coleman Lamps a |anterns 
A Quality Line that Completes the Modern Hardware Stock 


MORE AND BETTER LIGHT at LESS COST, into 
nearly ten million homes. 

jobber or write us at once for details of a 

New Sales Pian, New Dealer Price Scheduie and New 


No. 117A LAMP 


A popular priced 
Colemanthat fits every 


light and plenty of it. 
Fount is finished in the dark 
green stippled Colac and has 
a 10-inch Kremelite shade. 
Lights instantly. Equipped 
with the famous trouble-free 
Roto-Type Burner. Gives 
the same clear, steady, 300 
candlepower brilliance as 
other models. Has separate 
air pump. 

U. S. Retail Price............cc0000-- 





No. 4A 
IRON 


The Instant 
Lighting Cole- 
man Iron that is 
needed in every 
home. Cuts ironing time 4; cost to use 4¢ 
an hour; does better work with less effort. 
Generator has automatic tip cleaner 
which can be operated while iron is in use. 
Has blue handle and blue porcelain enamel 


body. A ready, steady, S$ 
year round seller. 5 ‘ 9 5 


U.S. Retail Price............ , 

















FD29 











OCTOBER 12, 1933 








These two association presidents ad- 
dressing the opening session clearly 
and appropriately gave the convention 
its theme and objectives. The recep- 
tion received by both speakers indi- 
cated the approval of the mill supply 
industry as solidly behind such a pro- 
gram. 

Monday afternoon the Southern and 
National associations held a _ joint 
meeting. The American association 
held a separate meeting. The two dis- 
tributor associations discussed the pro- 
posed code, paragraph by paragraph, 
that a united front might be offered 
during the public code hearing on the 
Wednesday or closing session of the 
convention. 

The manufacturers’ session discussed 
the basic or horizontal code, then sched- 
uled for an Oct. 5 public hearing 
through the efforts of the Fabricated 
Metal Products Federation, of which 
H. D. North, president of the Ferry 
Cap & Screw Co., Cleveland, Ohio, is 
president. Mr. North told of the work 
of the Federation, in which many of 
the manufacturers represented at the 
meeting are participating. A discus- 
sion of this was led by H. S. Kimball, 
manager of the Federation, who will 
be recognized as a former president 
of the Remington Arms Co., Inc. Tues- 
day morning under the auspices of the 
Joint Merchandising Committee of the 
mill supply industries all interested 
distributors and manufacturers met 
with Alvin M. Smith presiding. Mr. 
Smith is president of the Smith-Court- 
ney Co., Richmond, Va., and secretary 
of the Southern association. During 
the previous day’s discussion of code 
activity, and in the heat of a discussion 
about ethical practices, unfair trade 
tactics, etc., Mr. Smith emphasized that 
the National Recovery Act was very 
definitely a labor law and that the un- 
fair trade practices phase of NRA 
would probably be limited until em- 
ployment increased as provided in the 
code. 

Deputy NRA Administrator Malcolm 
Muir, president of McGraw-Hill Pub- 
lishing Co., made the opening address, 
telling briefly some of the activities of 
the NRA, its objectives and the oppor- 
tunity it presented for mill supply dis- 
tributors to help sell the very needed 
modernization idea to industry. In 
opening his subject Mr. Muir said in 
part, “the real objective of the Na- 
tional Recovery Act is, of course, ob- 
vious to you—a courageous effort to 
bring about return of prosperity by 
increasing the national purchasing 
power through the raising of wages 
and the shortening of hours so that 
more workers may be employed. This 
objective, however, would be doomed 
to failure if the law did not also make 
it possible for industry to do away 
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with those bad practices which were 
the main reasons of the _profitless 
period which strange as it may seem, 
most industry experienced even in re- 
cent boom days. 

“NIRA is often referred to as a labor 
law. It is in the sense that if we are 
to have prosperity in this country we 
must first make sure that the rank 





ALVIN M. SMITH 


Secretary Southern Supply 
and Machinery Distributors 
Association 


and file of the workers are gainfully 
employed. I would remind you of 
the fact that all of those in this country 
whose incomes are $2,500 or less in a 
year consume approximately 80 per 
cent of all the production of our fac- 
tories. Unless this fact is recognized 
and unless some means can be found 





R. KENNEDY HANSON 
Secretary-Manager 
American Supply and Machinery Assn. 


to pay adequate wages to this vast army 
of employees our factories cannot be 
busy and the capital which we have 
invested in American industry cannot 
receive its proper reward. Therefore, 
if the codes of fair competition which 
are being worked out by each industry 
fails to recognize this fact and also 
fails to direct industry to correct those 
abuses which industry was unable to 


correct the purpose of this law will 
fail.” 

Mr. Muir said that the NRA is giv- 
ing very thorough consideration to the 
needs of developing the capital goods 
industries and that the Administra- 
tion’s attitude toward this question of 
modernization, the purchase of machin- 
ery and capital material generally was 
most favorable and helpful. He said 
the NRA recognized the need for stim- 
ulating buying in the capital goods 
industries, saying that unless we have 
recovery of the capital goods industry 
we shall have no real general recovery. 





H. R. RINEHART 


Assistant Secty.-Treas., National Supply 
and Machinery Dealers Assn. 


Reporting for the Joint Merchandis- 
ing Committee of the mill supply in- 
dustry, of which he is executive secre- 
tary, William E. Cain said that con- 
sumers *buying direct were saving pen- 
nies but losing dollars. He told how 
his committee was helping distributors 
do a better and more efficient selling 
job by furnishing data on case studies 
that distributors’ salesmen might spe- 
cifically understand and therefore prop- 
erly sell and service their industrial 
accounts. 

Bringing a purchasing agent’s view 
to the convention, Lewis A. Jones, pur- 
chasing agent, the General Cable Co., 
called upon distributors to recognize 
the many complex problems of the 
purchasing agent. He said it was the 
purchasing agent’s job to obtain for 
his company the best possible value 
at all times but that he knew from 
experience chiseling buying practices 
did not pay in the long run. 

Charles E. Grinley, American Pulley 
Co., and Victor A. Hanson, both repre- 
senting the Mechanical Power Engi- 
neering Associates, told of the work 
of that body. This is made up of 
companies interested in the develop- 
ment of group power drive equipment. 
These men told of case studies made 

(Continued on page 80) 
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Ameuicas BOGE Lilie Lanlen 


sunioriife oi’ 


ANOTHER Delta Sensation — the New JUNIORLITE! 
Junior of the big selling Powerlite, famous the country over as 
the best lantern ever built. 2 reflectors, two lights, 600-foot 
piercing spot beam, front—wide floodlight, top. Either instantly, 
from single double-acting switch. 


ACE of small lanterns — the New JUNIORLITE! 
Smartly styled in silver color, and chrome trim; 4%” high and 
beautifully proportioned; marvelous efficiency from 2 standard 
14%” flashlight cells. 


AND it’s priced right — the New JUNIORLITE! 
Quick sales make bigger profits. Here’s how! 


List Price Ask Your Jobber 
] 60 Complete or write us — 


ammummes Jess Batteries RIGHT NOW ! 





—_* Genuine Delta 


DELTA ELECTRIC COMPANY 


DEPT. 300, MARION, INDIANA 
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alton Packie SEALER 


Machines Will Pay Your 





ELECTRIC LIGHT BILL 





As in tens of thousands of stores—and it 


can be demonstrated in your store to 
your absolute satisfaction. If you are 
willing to be shown, write us today for full 
information. 

NASHUA PacKAcE SEALING (2, 


NASHUA, N. H. 














Your customers cannot 
judge a check simply 
by its appearance. 
Weight and bulk are de- 
‘ceptive. But the trade- 
mark RIXSON, well 
known since the turn 
of the century, stands 
for enduring performance—the same 
quiet closing of the door throughout 
| many times the term of the two year 
| guarantee. This company has endured 
by the endurance of its products. 








THE OSCAR C. RIXSON CO. 
4450 Carroll Ave., Chicago, III. 
New York Office: 2034 Webster Ave., 
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MAJOR DWIGHT DIVINE, CUTLERY PIONEER, PASSES 
AT AGE OF 92 IN ELLENVILLE, N. Y. 


Major Dwight Divine, 92, 
since 1872 a cutlery manufac- 
turer, died September 29, at his 
home in Ellenville, N. Y.  Al- 


though he first entered the mer- 
cantile business he became _in- | 
terested in the cooperative cut- | 
lery factory started in 1872, by a | 


group of cutlers from Sheffield, 
Eng. In 1876 he assumed full 


ownership and management of the | 
Ulster Knife Co., makers of the | 
Ulster knives, named for the 
county in which the plant was | 


located. His son Charles 
Dwight Divine joined the busi- 


ness in 1892 and his son John | 
H. Divine, joined the partner- | 
ship in 1906, which in 1925 was | 





MAJ. DWIGHT DIVINE 


incorporated as Dwight Divine | 


& Sons, Inc., with Dwight Di- 
vine as president. 

Major Divine was active in 
civic affairs, having been active 
in the village water supply sys- 
tem and was for sixty-one years 
active in the Ellenville Savings 
Bank of which he was for many 


Co., Ellenville, for forty-one 
| years. He served in the Civil 
| War and was promoted to the 
rank of major toward the end 
of it. Full military honors were 
accorded Major Divine at his 
burial. 

Two sons, active in the busi- 


years the president. In addi-| ness, Charles Dwight and John 


tion he had been a director of 
the First National Bank & Trust 


H., survive, as well as two 
daughters. 





LORENZ FRANKFURTH 


Lorenz Frankfurth, 61, presi- 
dent Frankfurth Hardware Co., 
Milwaukee, Wis., wholesale dis- 
tributors, died September 28 
while fishing from a boat near 
his summer cottage. Mr. Frank- 
furth lived and worked in Mil- 
waukee all his life, and following 
his graduation from school en- 
tered the employ of the Frank- 
furth Hardware Co., which had 
been founded by his grandfather. 
William Frankfurth. Upon the 
death of his brother-in-law, Lo- 
renz Maschauer, who was presi- 
dent from 1891 to 1916, Mr. 
Frankfurth was elected to that 
position. 

Mrs. Frankfurth, three daugh- 


ters and three sons survive. 





THORVAL L. RYERSON 


Thorval L. Ryerson, 59, presi- 
dent, W. D. Allen Mfg. Co., Chi- 


cago, Ill., manufacturers of lawn 


sprinklers, etc., died September | 


26. Early in life he became as- 
sociated with the Allen company 
and about two years ago succeed- 
ed the late W. D. Allen as presi- 
dent of the firm. 

Mr. Ryerson was active in 
civic affairs in Park Ridge, IIl., 
where he resided and was for 


many years a member of the lo- | 
| since 1913, died recently at his | 


cal school board. 
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CHARLES W. KIRSCH 


Charles W. Kirsch, 66, until 
recently president of the Kirsch 
Mfg. Co., Sturgis, Mich., manu- 
facturers of curtain and drapery 
hardware, died recently follow- 
ing a stroke. Several weeks ago 
Mr. Kirsch became chairman of 
the board while his son Guy W. 
became president. Another son, 
John N., vice-president, also sur- 
vives. In addition Mr. Kirsch 
was president of the Royal Easy 
Chair Co., Sturgis, and a bank 
director. He founded the Kirsch 
Mfg. Co. in 1907. 


HENRY C. GHRISKEY 


Henry Crosby Ghriskey, 79, 
Charles M. Ghriskey’s Sons, 
Philadelphia, Pa., wholesale 
hardware distributors, died Sept. 
17 following an illness of several 
months. At the age of 17 he 
entered the business which his 
father had established and had 
been active in it since then. 
Three brothers, Charles M., Rob- 
ert D. and Dr. Albert A. Ghris- 
key, as well as a sister, Mrs. 
Laicita Ghriskey Watson, sur- 
vive. 


SAM PARKHILL 
Sam Parkhill, 70, salesman, 





contract department, Norwalk 
Lock Co., S. Norwalk, Conn., 


OBITUARY 





home in Brooklyn, N. Y. Pre- 
vious to his affiliation with the 
Norwalk company he had been 
with Russell & Erwin Mfg. Co. 
for twenty-five years. 





FREDERICK M. DEVLIN 


Frederick M. Devlin, 57, presi- 
dent, Philadelphia Hardware & 
Malleable Iron Works, Philadel- 
phia, Pa., and former president 
of the Philadelphia Foundry- 


men’s Association, died recently. 





FINLAY BROWNING 


Finlay Bowning, sales repre- 
sentative, Thomson-Diggs Co., 


| wholesale hardware house at 
| Sacramento, Calif., died recently 


at his home at Klamath Falls, 
Ore., from which point he cover- 
ed the southern Orégon territory. 
For seventeen years he was v‘th 
the Union Hardware & Metal 
Co., Los Angeles, Calif., as road 
salesman. Later he was in charge 
of the Williamson & Lloyd store 
in Porterville, Calif., and from 
1922 to 1930 was a part owner 
of the Valley Hardware Store, 
Fresno, Calif. In 1930 he joined 
the Schaw-Batcher Co. and when 4 
that house was purchased by the 
Thomson-Diggs Co. Mr. Brown- 
ing joined the latter organization. 





WILLIAM H. HAWKINS 


William H. Hawkins, 69, senior 
member, Hawkins Hardware Co., 
Harrisonburg, Va., died recently 
following an illness of over a 
year. He had resided in that 
town since 1910 having originally 
been employed by the Merchants 
Grocery & Hardware Co. Later 
he and I. R. Whitmore organized 
the Whitmore & Hawkins Hard- 
ware Co., the name of which 
was changed several times dur- 
ing his connection with it. 





P. F. MeGUIRE 


Patrick Francis McGuire, 61, 
former member, McGuire-Tyme- 
son Co., and proprietor, Mac’s 
Hardware store, during the ex- 
istence of the latter concern, 
died recently at his home in 
Gloversville, N. Y. He had been 
identified with the hardware 
business in Fulton County for 
more than forty years. 





HENRY F. KRUEGER 


Henry F. Krueger, 77, presi- 
dent, William Krueger Co., 
Neenah, Wis., hardware and 
furniture dealers, died Sept. 27 
in his home in that town. He 
had served two terms as presi- 
dent of the Wisconsin Retail 
Hardware Dealers’ Association 





and was active in fraternal af- 








fairs. Mr. Krueger had been in 
business in Neenah for sixty-one 
years, and was one of the oldest 
business men in that town in 
point of service. 





ALBERT C, HOLZAPFEL 


Albert Charles Augustus Hol- 
zapfel, founder and former pres- 
ident, International Paint Co., 
New York City, died recently in 
Lemgo, Germany. A native of 
Germany, he came to this coun- 
try in 1869, later joining his 
brother Max in Newcastle-on- 
Tyne, England, with whom he 
founded the firm of M. Holzap- 
fel & Co., marine paint manu- 
facturers. Later M. Holzapfel 
& Co. became International Paint 


Co., Mr. Holzapfel returning to’ 


this country to be its president. 
His son Arthur, president of the 
firm, is among his survivors. 





G. W. TALLERDAY 


Gideon W. Tallerday, 55, for- 
mer hardware dealer at Cassop- 
olis, Mich., died recently in 
Louisville, Ky., following a heart 
attack. He had been associated 
in the hardware business with 
Fred Reynolds, Niles, Mich., and 
J. J. Fisher, now of Albion, Mich. 





M. C. REIGHARD 


Marion C. Reighard, 90, Do- 
wagiac, Mich., died recently. He 
was for 20 years a salesman for 
the Deering Harvester Co. Later 
he was with Vrooman Hardware 


and the Round Oak Stove plant _ 


in Dowagiac. 


J. S. THOMAS 


J. S. Thomas, 75, died recently 
in a Tulsa, Okla., hospital. Mr. 
Thomas, who had been seriously 
ill for a month, had lived in 
Tulsa since 1904 and three years 
later founded the present Thomas 
Hardware Co. He retired from 
active business ten years ago. 





J. M. MARBURY 


J. M. Marbury, Tullahoma, 
Tenn., hardware dealer, died 
Aug. 31. He was mayor of the 
town and at the time of his death 
was actively engaged in the NRA 
campaign in that place. In addi- 
tion he was at one time a city 
alderman. 


B. F. STRECKER 


Benjamin F. Strecker, 74, sec- 
retary, Union Hardware Co., 
Marietta, Ohio, and president, 
Citizens National Bank of that 
city, died recently following a 
heart attack. 
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The COUNSELOR 


‘Bathroom Scale 


wa 


ANIMAL Why 


wow + Wa € 


DEALER'S 
CATALOG 
NOW READY , 

Ce = 


TWO-TRIGGER 


A pioneer product in 1919—now the choice of 
successful trappers everywhere. Millions of 
Muskrats caught every year in Two-Trigger— 
and never a wring-off, for 





Here’s a sure shot! 








Since the day Eve sold Adam the apple, there 
has never been a more intriguing sales-leader Every Catch Stays Caught 
than the ‘‘Counselor.’’ You may rate that state 
ment as just more high-powered sales talk, but 
. just see the scale! 


LEADINS STORES ARE FEATURING THE 
COUNSELOR. We only wish space permitted 




















WAGIBBSeSON | 





listing the leading stores featuring this new scale 
. . . it’s a regular blue-book jist! Quick turn- 
over is the answer. 
SEND FOR A SAMPLE AT OUR RISK INCORPORATED 
You may return it at our expense if it isn't the 
bes lue yo ever saw. 
oe CHESTER PLANT TRIUMPH TRAP DIV. 
= THE BREARLEY COMPANY Rockford, Ulinois 
Represented in New York by CHESTER,PA. ONEIDALN™ 
LOEB-STERN, INC. 19 West 23rd St. 












In Miami Beach itr 


She Heeturood 


Opening for the Winter Season 
January first. European Plan. 
An Exclusive Winter Resort Hotel, on 


CAP SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, 
Thumb SCREWS 
SPECIAL AUTOMATIC SCREW 
MACHINE PRODUCTS 
Stove, Tire, Sink BOLTS 
Machine Screw, Stove and Tire Bolt, 
U.S. S., S. A. E. Castellated, S. A. E. 








Biscayne Bay, with Ocean Bathing, a 
Private Dock and every facility for the 
comfort and entertainment of its exclusive 
and discriminating clientele. 


Rates Double from $8.00 to $20.00 per day. 
A le carte service and Fixed Price Meals. 









Plain NUTS 
Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 


THE CORBIN SCREW CORP. 


THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 











NEW BRITAIN, CONN. 
Warehouses: 
New York Chicago Philadelphia 






Other DeWitt Operated Hotels include: 
In Cleveland its 
THe HOLLENDEN 
In Chi dts 
ei THe LASALLE 
In Columbus its 
THE NEIL HOUSE 
Akron Its 

THe MAYFLOWER 

















* 
FENWAY HALL, 
Cleveland's High Cless 

dential Hotel i 
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Are Your Salesmen’s Auto Expense Allowances Too High ? 


8. Miscellaneous charges of $20 
have been allowed at 5,000 miles, in- 
creasing at the rate of $1 per thou- 
sand miles thereafter. 

Obviously, the cost per mile, as a 
reference to the tabulation below 
shows, varies inversely with the an- 
nual mileage. This is caused by the 
high ratio that fixed charges bear to 
total cost. 

According to Mr. Keefer, an inter- 
esting check on the ideal cost thus 


(Continued from page 54) 


developed has been furnished by one 
of the largest American automobile 
manufacturers. From the result of 
hundreds of thousands of miles of 
operation, this company has develop- 
ed an average attainable cost for light 
cars for an average annual mileage 
which coincides almost exactly with 
the figures developed above (page 
54). 

The curve reproduced on page 54 
has resulted from plotting the “ideal” 





Fabricated Metal Products 


McGuinn said he saw no reason for per- 
mitting overtime work. In case of over- 
time, however, he suggested time and one- 
half pay. A minimum of $15 per week for 
other than factory workers was asked. 
Likewise, request was made for labor rep- 
resentation on the administrative com- 
mittee. 

Patsy Christian, an American Federation 
of Labor representative, proposed a rate 
of 70c an hour and a 30-hr. week. 

Stewart Tomilson, Reading, Pa., repre- 
senting the Builders’ Hardware Workers, 
affiliated with the A. F. of L., proposed 
hourly wage rates of 50c, 60c and 75c, 
respectively, for common, semi-skilled and 
skilled labor in the hardware industry, 
with the 30-hr. week. 


Master Flexible Steel 
Tape Rule 

Of unique design and may be used for 
inside measurements, as a height gage, 
depth gage, for inside measurements and 
for outside, regular or caliper measure- 





ene 
= 
=— 
as 


ments as well on irregular or odd 
shaped objects. As a depth gage measure 
is taken from edge of rule tape. Flex- 
ibility of rule tape and design of case 
permits accurate measurements to be made 
on irregular shaped objects. For outside, 
regular or caliper measurements measur- 
ing and reading is like that on an ordinary 
rule. Hook end allows quick caliper 
measurement. As a height gage rule’s 
case forms base on which rule will 
stand in an upright position. For inside 
measurements user reads directly. Rule 
measures inside of openings and hard to 
get at places from two inches and up. 
Slight push of lever with thumb locks rule 
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(Continued from page 48) 


A separate code was asked by Samuel 
B. Donnelly, New York, of the Wire 
Workers’ Manufacturers’ Association. 

Declaring that his organization is “abso- 
lutely opposed to the principles of the 
American Federation of Labor,” and “fa- 
vors one shop, one industry, and one union,” 
James Maltes, secretary of the Steel and 
Metal Industrial Workers’ Union, asked 
for a minimum rate of 40c for common 
labor: and 75c for welders, with higher 
rates for more skilled classes. Frank 
Scheiner, counsel for the same organiza- 
tion, attacked the code as “being filled 
with subterfuge” and not having been 
“submitted in good faith.” He attacked 
the labor provisions particularly. 

Samuel T. Lawton, counsel for the Up- 





in position. Has durable plated case, de- 
signed to form natural hand grip. Rule 
case specially designed to stand without 
support in three measuring positions. 
Every foot identified for quick reading. 
Tape lock affords accurate locked meas- 
urements permitting rule to be withdrawn 
for closer reading or kept for further 
reference. Rule blade of highest quality 
treated tape steel 54 in. wide. Suggested 
retail selling price, No. 506, $1.25. Dealer 
cost $10. per dozen. Master Rule Mfg. Co., 
815 E. 136th Street, New York City. 


Colored Dise Indicates 
Wattage Of Royal Crystal Fuses 


Colored disc within” fuse identifies the 
amperage by color and by large numer- 
ical designation. Center of disc directly 
behind the fusing element is cut out, the 
disc shutting the light out of the interior 
of the fuse and the opening forms a dark 








cost per mile for the various annual 
mileages as well as spotting the cost 
or allowance per mile for the com- 
panies selected as representative. The 
lower line depicts the developed 
“ideal” costs, while the shaded area 
represents costs up to $0.01 per mile 
higher at all points than the “ideal” 
costs. It will be noted that a major- 
ity (97 per cent) of the cars consid- 
ered fall within or below this shaded 
area. 


Code 


holstery Manufacturers’ Association, said 
his organization is not but will be included 
in the code and asked for a wage differ- 
ential of 3c an hour in favor of the 
South. 

Robert A. B. Cook, Boston, counsel for 
the Tubular and Split Rivet Association, 
said that there is growing skepticism and 
doubt over the workability of the NRA 
and said it is necessary that there be 
clear understanding as to labor relations. 
Not only did he urge retention of the 
merit clause but suggested an amendment 
saying nothing in the code shall affect the 
right of employers to operate an open 
shop. He said he did not want courts to 
think employers have waived their right 
to operate the open shop. 


spot in the center throwing the element in 
prominent relief so that a burnt fuse can 
be quickly located. Same type of disc is 
used in both commercial and household 
fuses. Royal crystal fuses made with 
round top for commercial rating and 
octagonal for household rating. Samples 
available to dealers. The Royal Electric 
Co., Avon, Mass. 


Sunaco Handy Slicer 
For Kitchen Use 


A rotary model, similar to that used 
in delicatessens, for slicing bread, meat, 
vegetables, cheese, etc. Has only one mov- 
ing part. Model A, self sharpening, with 





stainless steel 854-in blade, list $7.75. 
Model H, slightly smaller, not self sharp- 
ening, has a 6 5/16-in. blade and lists at 
$4.45. Sun Appliance Co., Inc., 516 W. 
Forty-eighth Street, New York City. 
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IWAN TOOLS 


Standard for Quality 


All IWAN goods for the 
1934 season will possess all 
the Iatest improvements plus 
quality, workmanship and 
finish. 


The GEN UINE IWAN 
PATENT POST HOLE AND 
WELL AUGER still leads the 
field in post hole dig- 
ging, well boring, pros- 
pecting, geological sur- 
veys and many other 
purposes, The tool that 
makes work a pleasure. 


Stocked by all lead- 
ing jobbers. To protect 
your interests be sure to 
specify Genuine IWAN. 


In our line of Post Hole 
Diggers, including nine styles, 

we have felt the needeof improvements that the 

user demands, therefore the IWAN IMPROVED 

JEWELL POST HOLE DIGGER is offered to the 

most critical individual. Stop, lock and hinge 

in one unit. Eliminating wear of bolt as well 

as bolt hole in hinge, and the lock prevents 

looseness and wobbling. Order a trial lot from 

your jobber. 






Our complete line is exhibited at the Warld’s 
Fair in Chicago. Due south of the T & T Bldz., 
and directly opposite to the west of the crack 
train display. Do not miss our exhibit. 


ewe. ~ IWAN BROTHERS 


P. H. Digger 


Pat. appl’d for. South Bend Ind. 

















ALLIGATOR 


TRADE MARK REG. US. PAT. OFFICE 


STEEL BELT LACING 


(4 5 

More Reliable 
Belting Service 
The great sur- =e ES 
plus strength of —— 
Alligator Steel 
Belt Lacing pro- 
vides long unin- 
terrupted belt- 
ing service. The 
powerful com- 
pression grip produced in clinching 
the teeth, prevents friction and ply 
separation in the belt ends. This 
favorite lacing is quickly and easily 
applied and is reliable in practically 
every service on all types of flat belt- 
ing. Order from your jobber 
FLEXIBLE STEEL LACING CO. 
4616 Lexington Street Chicago, Illinois 

In England at 135 ¥ oe Pavement, 
lon, E. C. 2 
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Help your fence customers 
banish rust’s heavy toll! 


Lack of fence, and poor fence weakened by 
rust, cost farmers heavily each year—in 
dead animals due to accidents and gorging 
in crop damage and enmity of neighbors— 
in wire-cut animals, veterinary bills, etc. 
Because Red Brand Fence is doubly pro- 
tected from rust—both on the outside and 
the inside— it lasts years longer, saves and 
d Fence wire, ex- makes money for your customers, builds 


Red 
ted to show theh 
Galvannealed outer coating. | fence profits for you. 


Fights rust 2 ways 


First, Red Brand Fence has a special 
Galvannealed outer coating that fights rust 
two to three times longer, because it is two 
to three times heavier than on some ordi- 
nary galvanized fence. 

Second, it has a real copper bearing inner 
‘ed Heaad: Penne section that resists rust at least twice as 
wire, exaggerated to show long as steel without copper—and, there- 


inner'section "fore, fights rust clear to the core. 


Write for new catalog 


Tells why two strong fighting forces are 
necessary to protect fence from rust, and 
why one-way rust protection is not enough 
for fence in this climate. Also describes Red 
Brand Hog, Field and Poultry Fence, Silver 
Brand Steel Fence Posts, and other Wire 
and Fencing Products. Write for this cata- 
log and for the attractive Red Brand Dealer 
Proposition. om 








KEYSTONE STEEL & WIRE CO. 
839 Industrial Street, Peoria, Illinois 











RED BRAND FENCE 
Fights nut 2 Waysf 


GALVANNEALED ... Copper Bearing 














Report of the Pasha Convention at Washington 


HE thirty-second annual con- 

vention and exhibition of the 

Pennsylvania and Atlantic Sea- 
board Hardware Association was 
held at Washington, D. C., Sept. 18 
to 22 inclusive. Sessions were at 
the Hotel Willard and the exhibits 
at the Washington Auditorium. The 
convention had been scheduled for 
Baltimore, early in the year. Due 
to a fire at that city, which destroyed 
the display building, postponement 
and a change of city was required. 

President Wm. McK. Reber, 
Bloomsburg, Pa., presided, and was 
succeeded at the final session by the 
election of Frank P. Fifer, Philadel- 
phia. 

Monday night the convention got 
under way. Major General Paul B. 
Malone, Baltimore, outlined the ob- 
jectives and progress of the N R A, 
citing specific instances based on his 
experiences as N R A administrator 
for Baltimore. He was followed by 
Paul M. Mulliken, managing-director 
of the Illinois association, who out- 
lined the pending general retail 
code, told how it was developed, ex- 
plained highlights in the code text 
and interpreted some of the code 
provisions. His talk was an appro- 
priate preliminary to the floor dis- 
cussion under his direction the fol- 
lowing morning. 

President Reber made his annual 
talk to the Tuesday morning meet- 
ing, stressing the importance of mu- 
tual insurance sales by the associa- 
tion, which he said needed the in- 
come to continue operations. He 
quoted letters from members _re- 
questing more time and opportunity 
for discussion and said current pro- 
gram was so arranged. Mr. Reber 
urged all members to attend the ex- 
hibits to make these worth while to 
exhibitors, the income from which 
was also required in the association 
activities. 

Ex-Governor Wm. E. Sweet of 
Colorado, representing the N R. A, 
gave a spirited talk on the National 
Industrial Recovery Act and the need 
of codes. He said child labor, sweat- 
shop conditions and unfair competi- 
tion have led to poor quality sub- 
standard merchandise with wages 
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Managing Director Pasha Retiring President Pasha 


driven down so low that even repu- 
table houses make shoddy goods. 
Mr. Sweet said that code provisions 
suggested by business groups them- 
selves were damnable indictments to 
industry. He referred to clauses 
stopping secret rebates, misleading 
advertising, child labor, etc., say- 
ing that the urge to stop such abuses 
was complete admission that such 
were the rules of business today. 

Answering questions from the 
floor, Mr. Mulliken stated that only 
one person in a business could be 
considered an employer under the 
code; that there was a_ possibility 
of permitting downward adjustment 
of wages; further extension of work- 
ing hours for retail stores and a pos- 
sibility that “operating costs” might 
be considered in the stop-loss clause. 
N.R.H.A. Managing-director H. P. 
Sheets, in answer to a question re- 
garding local group price agree- 
ments, said it was his impression 
that under the spirit of the N R A 
fair agreements would not be mo- 
lested. 

Wednesday morning, Ralph W. 
Carney, field promotion manager, 
Coleman Lamp & Stove Co., Wichita, 
Kans., gave a well-dramatized talk 
on selling automatic electric irons of 
good quality. He had samples of 
cheap drug store irons selling at 
89 cents and also quality irons 
both automatic and non-automatic. 
With special apparatus he demon- 
strated the current economy of the 
automatic iron, saying these saved 
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FRANK P. FIFER 
New President Pasah 


consumer $5 per year on the light 
bill, would not singe shirts, under- 
wear, etc., because the automatic con- 
trol prevented them from getting hot 
enough to cause this damage. He 
had figures to show how the auto- 
matic iron saved time, effort and 
worry and cited several examples of 
good and bad electric iron selling he 
had witnessed in hardware stores. 
Past N.R.H.A. Thos. Howell, Rich- 
mond, Va., gave a very human busi- 
ness message at the Wednesday 
morning session. His topic was 
“Dealer Cooperation,” which he han- 
dled very ably, pointing out the ne- 
cessity for confidence among custom- 
ers, fair play among dealers, and 
vital need, of operating for a profit. 
Under the title, “Looking into the 
Future,” Mr. Sheets said it was nec- 
essary to look ahead armed with 
the facts and experiences of the past. 
He used a giant copy of the famous 
Colonel Ayers chart of business 
cycles, showing the ups and downs 
of business for 112 years. Bringing 
the data of the chart up to date, this 
speaker said there is a very definite 
upturn at present which should con- 
tinue unless our economic history 
fails to repeat itself. In closing, Mr. 
Sheets said Mr. Roosevelt is a presi- 
dent who is not afraid to try things 
and said the nation had a great and 
new opportunity under the N R A. 
Mr. Fifer conducted a brief floor 
discussion prompted by a letter from 
a Newark, N. J., member, read by 


(Continued on page 78) 
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EXTRUDED METAL PADLOCK, S 


The Corbin Extruded Metal 
Padlocks afford the greatest 
security, 
strength and 
durability 
thru exclu- 
sive special 
features in 
pin tumbler 
construction. 
Their worth is proven by 
their consistent satisfactory 
performances at all times 
and under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 


CYLINDERS 
ARE QUALITY BUILT 


Seldom a summer passes without 
severe water shortage in many local- 
ities. This year is no exception. Ex- 
tremely hot and dry weather has pre- 
vailed for weeks. Countless wells and 
cisterns are again bone dry. 


Deeper and larger wells are a safe- 
guard, and deeper wells require de- 
pendable cylinders. This is one of the 
many reasons why Myers Cylinders 
continue in favor. Quality built, me- 
chanically correct, full size, full weight, 
full capacity, they out-serve and out- 
live by a wide margin cylinders less 
a designed and constructed. 





Single and double acting styles in 
all standard sizes for use with any type 
of hand or power pump for either shal- 
low or deep wells, provide the best of 
sales possibilities. 
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Your request for catalog and prices 
will receive prompt attention. 





THE F. E. MYERS & BRO. CO. 
Ashland, Ohio 
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UNRETOUCHED PHOTO 1” MESH NO. 20 WIRE 


MuttipLe Continuous Twist by the 

Wright power looms gives regular 

hexagonal mesh, securely and perma- 
nently locked in place. 


All Wright products are made from copper 
bearing steel. 


G. F. WRIGHT STEEL & WIRE CO. 


WORCESTER, MASSACHUSETTS 





WIRE NETTING WIRE CLOTH CHAIN LINK FENCE 
WIRE LATH WIRE CLOTHESLINES 
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What's Ne 


for Retail 
Hardware Stores 


Mirro Aluminum Cooky Press 


For making Norwegian crown cookies 
{clusters of cooky buds) in addition to 
having eight different fancy cooky plates 
and a decorator tip. Attractively packaged. 


*LUMING Ny 


Press 





Has an introductory national special list 
price of $1.00, regular list price, $1.50. 
Has polished alumilite barrel and black 
alumilite caps to prevent discoloration of 
batter or hands. Aluminum Goods Mfg. 
Co., Manitowoc, Wis. 


Three New Westinghouse 
-Neon Glow Lamps 


For low power consumption, long life, 
and low brilliancy in general indicator 
service, have a resistance built into the 
base. With the exception of the 44-watt 
lamp with G-10 bulb, which operates on 
A.C. only, these lamps may be burned 
either on A.C. or D.C. When the voltage 
is within the range of 105 to 125 volts 
approximately the lamps may be expected 
to live for some 3000 hours. One and two 
watt lamps are also offered; the % and 1 
watt lamps list at 40c. while the 2-watt 
model lists at 50c. The maker states that 
these lamps are designed particularly for 
service where mefely an indicator or 
marker light is desired. Emit a light of 
the distinctive red color. On A.C. cur- 
rent electrodes glow alternately in tune 
with frequency of the power supply. On 
D.C. current, only negative electrode 
glows, making lamp suitable for deter- 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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mining type of current and polarity of 
direct current. Two-watt size particularly 
suitable for residential house numbers or 
some similar uses of 24-hour service. The 
Westinghouse Lamp Co., Bloomfield, N. J. 


Masback Hardware Issues 
1933 Toy. Catalogs 


Dealer catalog contains 100 pages of 
toys and other holiday suggestions. Print- 
ed in green ink on pages measuring 8% in. 
x 10% in. it illustrates and fully describes 
these lines. In addition toy catalogs for 
distribution by dealers to consumers are 
available in quantities, at a cost said to 
be less than the actual expense of printing. 
Consumer’s catalog, of approximately 20 
pages, features 100 most popular toys in 
the size or type in best demand. Catalog 
is 6 x 9 inches in size with holiday colors 
and decorations designed to appeal to boys 
and girls. Masback Hardware Co., whole- 
sale distributors, 82 Warren St., New York 
City. 


All Rubber “Autoracer”’ 


Toy racing model autos with balloon 
tires which roll on hard rubber hubs. Set 


of five, each of different color and name, 
‘ 





\\ : 
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packed in decorated box. Suggested re- 
tail selling price, $1.00 per set. Dealer 
cost, 60c. per box. The Perfect Rubber 
Co., Mansfield, Ohio. 











Peters Issues 
Price List No. 106 


Which in addition to giving price in- 
formation on various loads, loaded shells, 
cartridges, etc., includes data on ballistics. 
Illustrations show some of the Peters line 
in actual colors on the front and rear in- 
side covers. The price list, which in- 
cludes more than sixty pages of informa- 
tion, has an alphabetical index. The 
Peters Cartridge Co., Kings Mills, Ohio. 





*“Telecall”’ Electric 
Alarm Clock 


Of attractive modern design, has round 
metal case set in polished molded plastic 
base. Available in case of gold color and 
base of black or ivory or with chrome fin- 
ish case and base of green, black or red. 
Alarm rings for a half an hour unless 
turned off. List price, $5.95. Warren 
Telechron Co., Ashland, Mass. 


Goodrich ‘Low Pressure Tire 
and Tube For Farm Tractors 


In two sizes, 11.25-24 and 6.00-16, with 
heavy lug type tread design having every 
other center lub cut out, providing a self- 
cleaning tread. Tire of special rubber 
compound to resist abrasion, cuts and 
snags, common to field work. Tube has 
special valve offset to permit installation 
through side of rim instead of center. 
Tires fit standard wheels of rod spoke type 
with spokes securely riveted to rim and 
hub. Weights in 150-pound sections avail- 
able for attachment to wheel, when needed 
for use on tractor operating in loose soil. 
Tractors equipped with low pressure tires 
can now operate in the field as well as on 
roads, inside of buildings, etc. The maker 
states that with these tires the tractor 
will operate on highway without wheel 
change, develop higher draw bar—making 
possible high gear on many operations 
formerly done in second, etc. The B. F. 
Goodrich Co., Akron, Ohio. 
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McKINNEY Carded Hardware 


Displayed on open tables, McKinney Carded Hardware commands instant 
attention and sells itself. The McKinney line comprises 32 quick-selling 
items mounted on attractive cards, complete with screws, to retail at 5 and 
10 cents per card. 





All items are finished in either dull Brass or Cadmium to meet the popular 
demand. Packed 1 doz. of each of the 32 items in a box—12 boxes in a carton. 
Every item a fast-moving staple. Popular assortment packing in Lot A and 
Lot B. Send for Folder and Discounts. 


McKINNEY MFG. CO., N. S. PITTSBURGH, PA. 

















F ARM income 
is UP! Thousands 
of worn out lan- 
terns will be re- 
placed with new 


ones by farmers 
and other users 
as days grow 
shorter. 


Dietz Lanterns 
ALWAYS SELL 
—never LOSE 
VALUE. Com- 
plete your stock 
NOW for Fall 
Trade. 


EARLY half the 1600 rooms at the 
William Penn Hotel have now been re- 
duced to $3.00 and $3.50. ANEW DEAL 
for everybody! The same excellent serv- 


ice, the same luxurious appointments at 
Pittsburgh's finest hotel. All rooms with 
bath... Management Eppley Hotels Co. 


HOTEL 


WILLIAM PENN Ke 
R. E. DIETZ COMPANY New york 


PITTSBURGH 
Mak f Lant Id—F ded 1840. Output Distributed Through 
Also the FORT PITT HOTEL—good the Jobbing Trade Oty. We ba Net Ball Mall Order. Houses and ‘Chain Stores. 


rooms from $1.50: with bath $2.00 




































No. 2 IMPROVED 


JUMBO FIRE SHOVEL 


CARRIES A 600% OVERLOAD 


Proof that “JUMBO” is THE 
BEST SHOVEL MADE—Rigid 
tests have proved its superior 
strength. 

Scoop design permits both easy 
access to stove door and over- 
size capacity. 

Flat rugged handle provides 
firm grip for heavy load and pre- 
vents tipping. 

Hard baked enamel black finish ; 
brown slightly higher priced. 


A profitable specialty. PATENT NOVELTY co.., Fulton, Illinois 


The original “JUMBO” 










42 oz. 
Coal Capacity 


Three thicknesses of heavy steel at weak- 

est point in other shovels. Stands an 

over-strain of ten times capacity. This 

TRIPLE one feature alone makes Jumbo superior. 

For profit and satisfaction insist on 
” 


STRENGTH cenuine “JUMBO. 


Write for prices, etc. 
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*“Hold-Heet”” Heat Control 


An automatic furnace or boiler control 
system, having a suggested retail selling 
price of $24.75, installed. Consists of a 
room thermostat, damper motor, Under- 
writers’ transformer, and necessary chains, 
hooks, pulleys, wire and staples. Sold 
as a unit to dealers for $10.50, regardless 





THERMOSTAT = 


DAMPER MOTOR 
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Cit = 


accessomits UT 


of quantity. Limit switch provided to go 
with this system has a dealer’s price of 
$2.65. Controls unconditionally guaran- 
teed. Of patented design and exception- 
ally heavy construction. Damper motor, 
Ballantine, has a “field” stamped out of 
sheet metal. Russell Electric Co., 378 W. 
Huron St., Chicago, Il. 


Health Vegetable 
Steam Cooker 


Of aluminum, attractively finished, with 
three compartments, which are removable, 
permitting cooking of three different veg- 
etables without the flavor mixing. Slotted 





at sides and bottom to permit steam to 
circulate freely. Supported on three legs 
which allow cooker to set 1% _ inches 
above bottom of pot. Equipped with steam 
handle placed in center of cooker, allow- 
ing its easy removal from pot. Health 
Vegetable Cooker unit comprises Health 
Vegetable Cooker, specially constructed 
pot with marked water line, nickel plated 
dome pressume weight and snug fitting 
cover. Cooker suggested retail selling 
price, $3.50 to $3.98. Dealer cost, $2.25 
each, less than dozen lots; one dozen or 
more, $2.10 each, and gross lots, $2.00 
each. Strauss Abel Co., 303 Fifth Ave., 
New York City, representatives. Made by 
Health Vegetable Cooker Co., 303 Fifth 
Ave., New York City. 
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NRA Pocket Knife 


Produced with the consent of the NRA 
for presentation to customers of manufac- 
turers, wholesalers, dealers, etc. Both the 
donor and recipient of the knife must 
have signed under the NRA. Not for 
resale. Wholesale cost $3.00 per dozen 
in quantities of 50 dozen lots. “Super 
Unbreakable” pearl handle, imprinted on 
front side of handle with NRA insignia in 
blue with words “We Do Our Part” in 
red. Blades of highest quality cutlery 
steel, properly hardened, tempered and 
ground to a keen lasting edge says the 
maker. Full mirror polished on both sides. 
Brass lined, 34%” long. Camillus Cutlery 
Co., Camillus, N. Y. 


Offers Book Entitled 
“Smokeless Shotgun Powders” 


Dealing with propellants for sporting 
purposes and a number of other related 
subjects. Contains more than 100 pages 
and discusses at length the various types 
of powders, their development, composi- 
tion, ballistic characteristics as they af- 
fect the action of the shotgun. Under 
various headings are discussions of shot- 
gun powders, components of shotgun loads, 
ballistics and patterns. Covers nearly 200 
phases of the general subject, written to 
make the subject clearly understandable 
to the layman. Written by Wallace H. 
Coxe, ballistic engineer, Burnside Labora- 
tory, Smokeless Powder Department, E. I. 
du Pont de Nemours & Co., Wilmington, 
Del. Price, 50c.. Available from the du 
Pont company. 


New Display Card For 
Frund’s Plastic Rubber 


For counter use this display card is 
printed in four colors and shows twenty- 
two illustrations of various uses of the 
product. Mounts four tubes of Frund’s 
Plastic Rubber, having a suggested retail 
selling price of 25c. each. Card is shipped 





with twelve tubes. Unit lists at $3.00 
and costs the dealer $2.00. Frund Rubber 
Co., 154 E. Erie St., Chicago, IIl. 


Chain Products Issues 
Looseleaf Form Catalog 





Shows entire line of strictly automotive 
products. Sheets illustrate Hodell Ser- 
vistation, alloy steel tire chains and give 
data on sizes, list prices Hodell chain ser- 
vice tools, tire chain size charts, connec- 
tors for side chains etc. The Chain 
Products Co., Cleveland, Ohio. 





Nicholson File Display Pieces 


Lithographed in eight colors the entire 
piece measures 44 by 36 inches while the 
two side cards measure 9 by 16 inches 
each. For use as a central unit for a 

' 


window display it is available free of cost 
to dealers handling the line. May be 
electrically lighted. Center piece shows a 
crowd of workmen looking at a Nicholson 
file held up by two large hands. Nichol- 
son File Co., Providence, R. I. 
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Devlin Fittings | 


CARTONS and Fretz Nip- | 
| 


N AND IN 


BULK 


ples are Pack- 
aged for Profits. | 
Made up in many | 
practical assortments. | 
Easy to handle, no loss, no | 
loose pieces. Every item is | 
guaranteed for high qual- | 
ity and precision workman- 
ship. Sold also by the bar- 
rel and in bulk. 


Thomas Devlin Mfg. Co., Inc. | 


Burlington New Jersey 
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KEYSTONE Copper Steel Sheets 
In Hardware and Supply Trades 


Use sheets of recognized reputation and 
value. For roofing, siding, gutters, spout- 
ing, air conditioning systems, and gen- 
eral sheet metal work—Keystone Copper 
Steel gives maximum rust resistance. 

Insist upon AMERICAN Black Sheets, 
Keystone Rust Resisting Copper Steel 
Sheets, Apollo Best Bloom Galvanized 
Sheets, Galvannealed Sheets, Heavy-Coated Galvanized Sheets, Formed 
Roofing and Siding Products, Terne Plates, etc. Write for information. 


This Company also manufactures U S S STAINLESS and Heat Resisting Steel Sheets 
and Light Plates for all uses to which these products are adapted. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
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Unquestionably the value of a window glass lies in its transpar- 
ency Whether Lustraglass is new or has been used for years 
. It's a clearer, 


it's still the whitest of all glass made for windows .. 


flatter, more lustrous product, superior in every respect, transmit- 


ting more daylight and a substantial amount of the shorter ultra- 


violet rays of sunlight... Lustraglass costs no more than ordinary 


window glass...lt always gives you maximum sunlight per dollar 


AMERICAN WINDOW GLASS CO. 


PITTSBURGH e PENNSYLVANIA 


strawhite Picture Glass, Armor-Lite Safety and Bullet 
c Dry Plate Glass, 46° and ” Crystal Sheet 


Glass, Chipped Glass, and Bulb Edge Glass 


STAR HACK SAWS 


CLEMSON BROS.,INC., MIDDLETOWN, N. Y. 





The Farmer Sees a Way Out 


(Continued from page 27) 


Although the farmer still is af- 
flicted with high taxes, the burden has 
been lightened in some measure. 
Frankly, no definite figures have 
been compiled on this subject. How- 
ever, it is estimated in reliable quar- 
ters that his taxes have been cut about 
20 per cent, or a saving of forty 
million dollars on the two hundred 
million dollars paid in 1929. 


No Turning Back from 
Mechanization 


Now as to mechanization. There 
has been much loose talk about the 
fact that the farmer is going back 
to simpler methods of production and 
that he is turning away from the ma- 
chinery built by implement makers. 
There is no real evidence to support 
such statements. Just because the 
farmer has been pinched for money 
in the last few years and has had to 
resort temporarily to the crude, slow 
and costly methods of yesterday is no 
more an indication of a permanent 
abandonment of advanced processes 
than is the relatively low volume of 
motor car sales an indication that the 
American public is going to replace 
automobiles with horses and huggies. 

There are definite good reasons 
why the farmer has no intention of 
turning back the pages of time. In 
the first place, he couldn’t if he 
wanted to, because animal power is 
rapidly diminishing. In 1920 there 
were 25,700,000 horses and mules on 
American farms; on Jan. 1, 1933, the 
number had declined to 17,100,000.* 
The average age of horses as given 
by some authorities is in the neigh- 
borhood of 12 years, and there are 
not enough brood mares to produce 
a sufficient number of colts to take 
care of the natural decline. 

Another reason why an increase in 
farm mechanization is inevitable is 
the premium put today on more eco- 
nomical production of crops. The 
Government might well lend its finan- 
cial backing to the farmer so long 





*(At that, wholesale and retail hard- 
ware firms, serving the rural communities, 
tell us that harness and other horse goods 
are more active today than for 10 years. 
A case in point is the experience of Riley 
Hardware Co., Richwood, Ohio, told in 
Hattoware Ace, August 31, 1933, issue. 
Other similar hardware dealer experiences 
will be told in later issues.—Ed.) 
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as his methods are efficient, but it 
cannot long support wasteful, costly 
farming. What can be done in mod- 
ernizing farm methods is shown best 
by a graphic example. 

In Illinois and Iowa the average 
net bushel cost of producing corn 
(exclusive of land use) in 1932 was 
22c., wheat 60c. and oats 17c., ac- 
cording to figures recently released 
by the United States Department of 
Agriculture. A farmer in eastern 
Illinois, whose figures were checked 
by the University of Illinois, turned 
out the same crops in 1932 at a cost 
of 11.9c. a bushel for corn, 18c. for 
wheat and 5.1lc. for oats. He has 280 
acres of crop land on his 336-acre 
farm and uses a_ general-purpose 
tractor, a combine and a corn picker. 


Farm Implement Industry Is 
Hopeful 


In considering the volume of busi- 
ness in the next year for farm im- 
plement manufacturers, one must not 
overlook the effect of tapping a vir- 
tually new market. Heretofore the 
implement people have been satisfied 
to confine their efforts to machinery 
which is most economical and best 
fitted for the moderate-size or large 
farm. However, the economic exi- 
gencies of the day and the fact that 
tens of thousands of farmers own only 
small tracts of land have led the im- 
plement trade to introduce small units 
modestly priced to supplement their 
regular lines. This should bring in 


considerable new business. 

Finally, the agricultural implement 
industry is cautious about forecasting 
its activities over the coming months, 
because of the many uncertain fac- 
tors involved, but it is a unit in its 
opinion that sales will be better than 
they have been. The wire goods peo- 
ple are of the same mind. So are the 
automobile manufacturers. And all 
of these lines are heavy users of steel. 
Naturally, conditions are bound to 
be spotty, with some sections of the 
country in better shape than others 
because of variance in crops. This 
was true even in the most prosperous 
years. Many problems are yet to be 
worked out, and whether they will be 
successfully solved within a reason- 
able time is a matter of speculation. 

However, one cannot get away 
from the fact that the farmer is in a 
relatively cheerful frame of mind for 
the first time in years. He sees the 
Government hard at work in his be- 
half. Even though its plan may not 
be the ideal solution, it has a plan 
and is executing it, and it already has 
put money into the farmer’s pocket 
if he happens to be a grain farmer or 
cotton grower. It is extending its 
ideas as applied to grain into live- 
stock and the Government, through 
the NRA, is putting into effect a 
gigantic experiment to increase pur- 
chasing power to buy farm products. 

Is it surprising, therefore, that the 
farmer is feeling better, that he al- 
ready is beginning to buy a new au- 
tomobile and other articles and that 
he will likely be a good prospect for 
new farm equipment next spring? At 
last he sees a way out. 
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Pasha Convention Report 


(Continued from page 72) 


Managing-director W. Glenn Pearce, 
which complained that drug stores 
had price protection under their 
code which was not available in the 
general retail code. It was brought 
out that firms operating both whole- 
sale and retail departments would 
be subject to the two codes of these 
respective branches of business. 
The annual Pasha ball and enter- 
tainment was held Thursday night 
following the past officers’ dinner. 
Both functions were at the Hotel 
Willard. The past presidents’ dinner 
is an outstanding social feature of 
every Pasha convention. Past presi- 
dent Frank A. “Hegner, Sewickley, 


Pa., was toastmaster and a fine job 
he did. 

Friday morning final routine busi- 
ness was handled and the election 
of officers was held. In addition to 
Mr. Fifer’s elevation to the presi- 
dency, the following officers were 
chosen: Walter T. Massey, Dover, 
Del., first vice-president; H. W. 
Sheeler, Red Lion, Pa., second vice- 
president, and Jas. T. McCullough, 
Kittanning, Pa., third vice-president. 
The executive committee for the com- 
ing year includes E. Johannesen, 
Baltimore, Md.; H. Antrim, Camden, 
N. J., and H. D. Whieldon, Green- 
ville, Pa. 
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Genuine Sandvik 





S 


Together with the OBERG FILES combine the 
necessary features of durability and fast cutting. 
From Your Jobber or Write: 


SANDVIK SAW & TOOL CORPORATION 


109 Lafayette Street 740 North Washington Ave. 
New York, N. Y. Minneapolis, Minn. 
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LEPASE'S CASEIN GLUE 
LEPAGE'S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPASE'S WATERPROOF CEMENT 
LepAse’s PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER MASS. 













AN attractive, fast-moving 
item. Descriptive folder 
and prices 


jobber. 


THE RAYBESTOS DIVISION of 
Reybestos-Manhattan, Inc. 
BRIDGEPORT CONN. 


from your 








TREASURE 


Buried Where 
Digging’s Easy 
oee 


AKE HARDWARE 
AGE your chart 
to help you find the 
way to increased sales. 





Ideas, tried and suc- 
cessful are deposited in 
the pages of each issue. 


A little light digging 
and they’re yours to use 
and profit by. 





The advertisers, too, 
offer helpful ideas to 
the wide awake hard- 
ware man. 


read 
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LUFKIN TAPES— 
RULES and TOOLS 


Best quality prod- 
ucts for every meas- 





uring requirement. 


auagmmecas THE LUFKIN feULe 0. 
a SAGINAW, MICHIGAN 


106 Lafayette St., New York City 














‘DIAMOND 
TOOLS 


The Diamalloy feather- 
weight adjustable wrench 
is made from a_ special 
high grote alloy steel of 
remarkable strength. Thin 
and light, yet withstands 
severest strains. 

Diamond pliers are made 
in thin nose (straight or 
bent) as well as regular 
patterns. High grade tool 
steel, drop-forged, makes 
them strong and chip- 
proof. ° 


Write for information. 


DIAMOND CALK 
HORSESHOE CO. 


4622 GRAND AVE. DULUTH, MINN. | 






















Known everywhere by name 
and recognized as the stand- 
ard friction tape of the coun- 
try—Bull Dog Friction Tape. 
Nationally advertised. 1, 

2, 4 and 8 ounce rolls. 
In full color cartons 
packed in full color dis- 
play containers. 


BULL DOG 


FRICTION 


TAPE 
BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 
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Mill Supply Associations Convention 


in many industries to determine where 
the group power drive equipment could 
be sold in competition with unit power 
equipment. 

At the Tuesday afternoon session, 
to which all were invited, D. W. North- 
rup, president, Henry G. Thompson & 
Co., New Haven, Conn., explained “the 
buyer’s contract” which he has pro- 
moted for several months. A complete 
explanation and illustration of Mr. 
Northrup’s buying contract plan was 
published in Harpware Ace July 6. 

In order that distributors might un- 
derstand the code preparation work of 
various manufacturing groups whose 
lines they handle, the respective chair- 
men of the several groups within the 
American association made brief re- 
ports outlining the highlights of the 
codes their groups were presenting. 

Following this feature, the three as- 
sociations held separate meetings to 
wind up routine matters and in the 
case of the National and American as- 
sociations to hold election of officers. 
In both associations incumbent officers 
were reelected for another term. 

Wednesday morning marked the pub- 
lic hearing on the code filed jointly 
by the Southern and National asso- 
ciations. The hearing was conducted 
by Special Deputy George Brady, who 
at the close of the session complimented 
the distributors group for their intel- 
ligent efforts and their unmistakable 
desire to seek a fair code. 


Voss Washing Machine 
Window Display 

Comprises two pieces. A gigantic hand 
on one piece points to and touches the 
electric wringer control as included on 
models C and D. Display cards are of 





brilliant red with black and white illus- 
trations. The company has also issued 
the “Quick Facts Sales Manual” giving 
sales methods for selling the Voss line. 


(Continued from page 66) 


Fundamentally, the code as submit- 
ted appeared to have very general ap- 
proval although there was unmistakable 
disappointment expressed at the limi- 
tations placed on efforts to maintain 
resale prices and to generally control 
specific price cutting. There was only 
one marked éontroversial point. This 
concerned the matter of administration 
of the code under the code authority 
to be set up if and as the code is 
approved by the President. Led by 
Herbert Edge, Topping Brothers, New 
York City, there was considerable ef- 
fort made by metropolitan area groups 
to have a voice in the submission of 
the code, or at least a voice in the 
machinery to be set up for adminis- 
trating the code in these local terri- 
tories. 

Mr. Brady, representing the NRA, 
definitely established that there would 
be no local code considered and em- 
phasized that the discussion must be 
limited to the local administration 
angle of a code once it was estab- 
lished. 

There was some controversy regard- 
ing the relative importance of the 
greater New York area as compared 
to other sections or regions, such as 
might normally be established by the 
NRA. It was the desire of the group 
represented by Mr. Edge and likewise 
by similar groups in other metropoli- 
tan big city areas to have some voice 
in the selection of officials or in the 





Manual tells: how to use the display to 
get inquiries, how to make wringer dem- 
onstrations and how to show Voss fea- 
tures. Details as to how to get the dis- 
play material and maztual are available 
from Voss Bros. Mfg. Co., Davenpart, Iowa. 





Garton No. 5777 DeLuxe 
Juvenile Auto Model 


Measures 54 inches overall in length, 
and has baked enamel finish with maroon 
body decorated black and gold. Chromium 
plated maroon decorated radiator, black 
fenders and maroon wheels with rim dec- 
orated aluminum and black. Has electric 
headlights, deeply embossed V-radiator, 14 
inches high and one-piece stream line 
crown fenders. Metal instrument board, 
plated bumpers, French horn, wind 


action of local administrations of the 
code provisions. 

Those representing the National as- 
sociation’s viewpoint thought the mat- 
ter might best be treated on a national 
basis. H. F. Seymour, previously men- 
tioned, served as Industry Advisor 
during the hearing. 

A representative of the Consumers’ 
Group voiced objections to several 
points under unfair trade practices, 
maintaining that the provisions offered 
represented “price fixing”. Many of 
his objections were satisfactorily ex- 
plained. His opinions were filed in a 
brief for the consideration of the NRA 

Officers of the three associations are 
as follows: 

Southern Supply and Machinery Dis- 
tributors’ Association: C. C. Krueger, 
president; T. W. Lewis, first vice- 
president; F. M. Archer, second vice- 
president; Alvin M Smith, secretary- 
treasurer. 

National Supply and Machinery Dis- 
tributors’ Association: H. E. Ruhf, 
president; W. T. Todd, Jr., first vice- 
president; E. B. Hunn, second vice- 
president; George A. Fernley, secre- 
tary-treasurer. 

American Supply and Machinery 
Manufacturers’ Association, Inc.: H. F. 
Seymour, president; J. Harvey Wil- 
liams, first vice-president; L. M. 
Knouse, second vice-president; W. H. 
Fisher, treasurer; R. Kennedy Hanson, 
secretary-manager. 


breaker wings on windshield, rear view 
mirror and windshield wiper. Plated ped- 
estal spotlight, fender lights, tail light, 
pantasol leather top and two spare wheels 
mounted in fender wells. Adjustable ped- 
als, roller and ball bearing gear. Garton 
12-spoke artillery type all steel automotive 
wheels. Non-blooming black auto-tread 
tires of special design. Super jumbo hub- 
caps. Other models are illustrated and 
described in an attractive folder. Garton 
Toy Co., Sheboygan, Wis. 





Union Beverage Rack 
For Refrigerator Use 


Of steel wire formed and welded to a 
size that will hold three bottles firmly 
lying on their sides, providing space for 
stacking two more bottles securely in a 
second layer, making a total capacity of 
five. Another size holds six bottles over 
which five more may be stacked. Lower 
wires serve as “runners” so that loaded 
rack may easily be slid onto any refriger- 
ator shelf with clearance of 5%4 in. Sug- 
gested retail selling prices, 25c. and 30c., 
respectively. Union Steel Products Co., 
Albion, Mich. 
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Notice 
HARDWARE JOBBING TRADE 


Every Hardware Dealer in the United States has 
been sent a sample of the New ATLAS ‘flat style” 








16 Ib. Tack Box as an actual demonstration of the 


greatest advance ever made in tack packaging. 


memaeR 


ATLAS TACK CORPORATION 
Fairhaven, Mass., U.S.A. 











S SHIELD BRAND DRILL SETS Ss 


Packed in a neat leatherette 
case. No delay or confusion 
in hunting for the correct 
size drill. 








A QUICK SELLER 


B THE StaNDARD Toot (0 


New York 





CLEVELAND Chicago 











POULTRY SUPPLIES 


Many poultry houses are 
now lighted by electricity, 
and by connecting this 
heating unit to a light 
socket, the drinking water 
never freezes and is kept 
at a wholesome tempera- 
ture. Uses but little cur- 
rent. Write for New 72- 
» page Catalog 34 of Moe’s 
Big Line just off the 
press. Everything for the 
Poultry man, and nothing 





better made! 


HoEFT & COMPANY 


2305 Davis St. North Chicago, III. 














Money Makers for 


Hardware Dealers 


To hang up light weight pictures, photos, drawings 
and decorations without marring plaster walls or 
woodwork, there is a fast grow’ ig demand for the new 


Moore Aluminum Push - Pins 


Can be used with or without a hammer. 
In Window- 
6 for 10 Cents Front Packets 
Get your share of these profits by showing our 
attractive small Counter Displays. 
Your Jobber can supply you 
MOORE PUSH-PIN CO. 
113-125 Berkley St. Philadelphia, Pa. 

















= “BACKWoops” & 
Of course we live in the “backwoods”’! 
Because that is where we get good 


hickory to make “‘Sallee Handles.” 
1000 DOZEN PER DAY 


Territories Open for Representatives 


SALLEE BROTHERS 


Hickory Handle Manufacturers 


Pocahontas, Ark. 


“From treadmill to modern plant production” 


A COMPLETE LINE OF BRUSHES 





o 
® 











CLANCY Galvanized 
HOSE CLAMPS 


“EASY ON THE HOSE” 







Cw 
Leak-Tight 
Rust-Proof 

Cw 

Standard of the World 
for 40 Years 

Gwe 

All Sizes 
Prompt Shipment 


Ask Your Jobber 


J. R. CLANCY, Inc. 


Syracuse, New York 














A QUALITY LINE OF BRUSHES 





A PROFITABLE LINE OF BRUSHES 








FOR THE HARDWARE MARKET 
JHE DS80RN MANUFACTURING LOMPANY 


(@lesz-llehite @) tre 


5401 Hamilton Avenue - 





OCTOBER 12, 1933 





We are manufacturers and distributors _under the original 
Grady patent-- STOCK GRADY WEDGES for an exfta 
profit at your Tool Counter 
LANDON P. SMITH, INC. 
Irvington, N. J., U.S.A. 
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CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 
tunities,” “Sales Accounts Wanted” and 
“Sales Representatives Wanted” advertise- 





ments. 
Set Solid, Minimum of 50 words..... $3.00 
Each additional word...........-. .06 
All Capitals, Minimum of 50 words.. 4.00 
Each additional word............-. .06 


Allow Seven Words for Keyed Address. 





Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


to Reach Hardware Manufacturers, 


BOXED aeerteent RATES 


MM Rccteciccccccseces - $5.00 
Zeck additional inch .......... coor 400 





Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 





HARDWARE AGE is published every other 
Thursday. Classified forms close Nine Days 
previous to date of publication. 





Address r advertisements and repiles te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 








BUSINESS OPPORTUNITIES 


SALES REPRESENTATIVES WANTED 





OPPORTUNITY for a sales executive with 
c oom al to invest in a new high grade line of tools 
that are introduced. Fine factory and city in 
mide lle west. Address Box B-229, care HARDWARE 
Act, New York City. 

sou THERN "HARDWARE JOBBER, twenty- 
five years in live city, having maintained solvency 
and credit through depre ssion, wanting to increase 
capital in anticipation of expansion, has attractive 
opening for experienced party controlling, or 
having capital. References required. Address 
Box 8-243, care Hakpware Acs, New York City. 





FOR SALE—HARDWARE BU SINESS, estab- 
lished 56 years in city of 2,200, center prosperous 
dairy and farming community. Salesroom, tin- 
shop, basement storeroom with elevator service. 
Inventory $5,437. Recent death of owner reason 
for selling. Address Mrs. B. F. Baker, Evans- 
ville, Wisconsin. 


MONTANA HARDWARE STORE’ FOR 
SALE. Town por 6000, A-1 location—not 
highly competitive. Good trading center. Clean 
hardware stock. Invoice about $7,000 with fix- 
tures at $1,400. Advancing merchandise prices 
and increasing consumer buying makes this an 
attractive purchase. Address Box 103, care 
Harpware Ace, 10 S. LaSalle St., Chicago. 











SALES ACCOUNTS WANTED 


ATTENTION MANUFACTURERS! MAIN- 
TAINING OFFICES in Northern and Southern 
California, and, actively covering the Pacific 
Coast States as Manufacturer's Seago oe in 
household and Hardware specialties, a well-known 
company seeks a few additional lines. Manufac- 
turers desiring close cooperation and _ earnest 
effort in the distribution of their products will 
please communicate with Box B-206, Harpware 
Acre, New York City. 


MANUFACTURERS REPRESENTATIVE 
with ten years’ experience covering New York 
State, and adjacent territory, headquarters Albany, 
New York. Well acquainted with hardware job 
bers and _ retailers, department stores, chains, 
accessory, and janitor’s supply trade, desires ad- 
ditional line in hardware, household, or kindred 
lines. Address Box B-234, care Harpware AGE, 
New York City. 














LINE WANTED. ( ~hicago and vicinity. Hard- 
ware, Housewares, Electrical, Mechanical, Auto 
motive, etc. Established manufacturer’s repre- 
sentative now selling the most desirable accounts 
among jobbers, department stores and retail stores 
will put consistent and effective effort into addi- 
tional items manufactured by a reliable company. 
Commission. Address Box B-224, care Harpware 
Ace, New York City. 





LINES WANTED to offer hardware trade, 
industrials, mill supply houses, brewers, depart- 
ment stores in Missouri and Southern Illinois. 
Have wide acquaintance and following, can furnish 
warehouse facilities if desired. Satisfactory refer- 
ences. Reply stating particulars. James W. 
Byrnes, 13 S. 4th St., St. Louis, Mo. 

WANTED DIRECT FROM MANUFAC. 
TURER OR IMPORTER, lines for sale to 
Hardware Stores, Furniture Dealers and general 
Merchandise Stores, in Minnesota, Iowa, Dakotas 
and Wisconsin. Twenty-five years’ experience and 
best of references. Address Box 225, care 
Harpware Ace, New York City. 


FACTORY REPRESENTATIVE COVERING 
THE NEW ENGLAND STATES wants hich 
grade line to sell the hardware jobbing and_ mill 
supply also manufacturing trade on a commission 
has's. Fave covered this territory for the past 
few years. Address Box B-242, care Harpware 
Acr, New York City. 
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SALESMEN WHO ARE ACTUALLY IN 
CONTACT with buyers for wholesalers, jobbers, 
mail order houses, large department stores or 
other large distributors who would be interested 
in buying highest quality merchandise AT 
PRICE. | Items already handled in regular line 
by majority. A-1 side line on commission basis. 
Quantity production on these items enables us to 
offer best prices. Address Box B-205, care 
Harpware Ace, New York City. 


REPRESENTATIVES WANTED to sell an 
established quality line of pliers and other auto- 
motive hand tools in Minnestota, Wisconsin, North 
and South Dakota, also Maine, New Hampshire, 
Vermont, Massachusetts, Rhode Isiand and Conn. 
Commission _ basis- only those with experience 
will be considered. Address Box 227, care 
Harpware Ace, New York City. 








MANUFACTURER of fast selling side line 
offers exclusive selling rights on Commission basis 
to reliable manufacturers agent calling on Hard- 
ware Jobbers, Chain Stores, etc., in Greater New 
York and New Jersey, Philadelphia, Boston and 
New England States also open. Address Box 
B-228, care Harpware Ace, New York City. 


WANTED: SEVERAL SALESMEN, with 
cars, to sell a popular and staple line of padlocks 
and night latches for Chicago and Boston ter- 
ritories on commission basis. Only those who 
have a good following —_ the retail and whole- 
sale hardware trade will be considered. Address 
Box B-240, care Harpware Ace, New York City. 








COMMISSION | MEN, WE OFFER SOME 
OPEN TERRITORY on commission basis on a 
wire line consisting sae" dish drainers, cake coolers, 
pot cover holders, baskets, soap dishes, 
french fryers, display FH delivery baskets, 
display stands, etc. Address Box B-196, care of 
Harpware Ace, New York City. 





SALESMEN WANTED. Manufacturer has 
several states open for live representative to sell 
one of the outstanding electrical appliances of the 
day. Liberal commission. Ww rite in detail your 
experience and territory traveled. Address Steel 
Materials Company, Detroit, Michigan. 


EXPERIENCED SALESMEN to contact with 
retail hardware stores and other outlets in mar- 
keting a world famous line of pliers. Commis- 
sion basis. References required. Address P. O. 
Box 157, Station O, New York City. 


WROUGHT WASHER MANUFACTURER 
desires representatives on commission basis with 
jobbing trade in South New England States and 
Pacific Coast. Address Box 238, care HARDWARE 
Ace, New York City. 


SALESMEN calling on the wholesale hard- 
ware trade to carry as a side line a fairly well 
known small free selling article. State territory 
you cover. Address Box 232, care F'arpware 
Acre, New York City. 














HELP WANTED 


EXPERIENCED HARDWARE MEN located 
throughout the Metropolitan district of New York 





HELP WANTED 


SALESMAN EXPERIENCED IN SELLING 
TO retail hardware and department stores, to 
feature fast selling specialty line. Our men 
average from $75 to $90 and up per week. 
Preference given to full time men, but will allow 
as side line where no territory confliction. Address 
= B-214, care of Harpware AcE, New York 

ity. 











POSITIONS WANTED ' 


EXPERIENCED HARDWARE PERSON- 
NEL with many years of training in the hard- 
ware and allied industries are registered with 
this Bureau. You will find among our applicants 
the highest types of executives, salesmen, clerks 
and technicians, each thoroughly experienced in 
his line. This is the only employment agency 
that specializes in the hardware industry. lf we 
can help you in any way, please do not hesitate 
to call upon us. We charge you nothing for this 


service. 
ASSOCIATED PLACEMENT BUREAU 
152 West 42nd Street 
New York City 





Wisconsin 7-1802—1803 


ASSOCIATED PLACEMENT BUREAU 
152 West 42nd St. 
New York City 

We have received and acon AM filled the ap- 
plications for employment from sales represent- 
atives from all parts of the United States. Should 
you be interested in representation in the follow- 
ing states please communicate with the above 
organization and you shall receive prompt and 
intelligent service. You are under no obligation 
to us for this cooperation. 

Connecticut, Florida, Illinois, Towa, Massachu- 
setts, Michigan, Missouri, New Jersey, North 
Carolina, Ohio, Oregon, Pennsylvania, hode Is- 
land. Texas. West Virginia. 


SALESMAN: WITH 15 YEARS SUCCESS- 
FUL RECORD selling nationally knowr lines 
in eastern territory, seeks connection with sales 
staff. Would also consider an agency proposition. 
Have sold to wholesalers, retailers and industrials. 
Most recent connections in building supply - field. 
Can furnish excellent references and afn available 
immediately. Address: Irving W. ree, 
9446-85 Road, Woodhaven, pod Island, N. 

SALES EXECUTIVE, seventeen years’ experi- 
ence, wide acquaintance wholesale, retail and 
department store trade, Pennsylvania, Ohio, and 
West Virginia. Headquarters Pittsburgh. Seeks 
new connection. Will represent reputable manu- 
facturer in above territory or will take over 
sales of small plant, any location, on percentage 
of profit basis. Address Box B-217, care of 
Harvware Acer. New York City. 


EXPERIENCED TRAVELING SALESMAN 
who has sold specialties successfully to the whole- 
sale hardware, auto, mill, mine, plumbing and 
sporting goods jobbers; railroads and large in- 
dustrial plants. Have traveled as far West as 
Montana in the U. S., and in Canada as far 
West as Edmonton. Clean cut, convincing. Can 
make friends and keep them. Fifteen years’ 
experience selling. Address Box B-223, care of 
Haroware Acr, New York City. 


SALESMAN—MARRIED, CHRISTIAN, 
WITH CAR, desires connection, good ‘house, for 
Long Island territory, Nassau and Suffolk 
counties. Experienced in Paint line and well- 
known to Hardware, Paint and Lumber yards 
this territory. Lived on territory for past six 
years. Address Box B-182, care Harpware AGz, 
New York City. 




















City will find it to their advantage to 
with this Bureau for positions. e are called 
upon from time to time to fill vacancies in the 
hardware and allied trades, from the executive 
to the errand boy. We need young men of 
intelligence, training and experience to fill these 
positions. No geen fee required. No 
charge unless place: 
ASSOCIATED ‘LACEMENT BUREAU 
152 West 42nd_ Street 
New York City 





EXPERIENCED HARDWARE MAN DE. 
SIRES POSITION as salesman or retail store 
manager. Best of references. Address Box B-218, 
care of Harnware Ace, New York City. 


HARDWARE SALESMAN, 8 years’ retail ex- 
perience in hardware, housefurnishings and paints; 
is also a licensed electrician with 10 years’ all 
around experience; seeks position to sell at retail 
or handle electrical work or do both. Address 
Box B-244, care Harpware Acre, New York City. 
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THE ADVERTISERS INDEX is published as s corrventonce and not as s part of the advertising contract. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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HARDWARE MAN-—forty- three years old, 
sober and industrious, twenty years’ experience in 
wholesale and retail hardware, open for a posi- 
tion with reputable retail firm where work and 
integrity will be rewarded. Can furnish first- 
class references as to honesty and ability. Will 
go anywhere, middle West or South preferred. 
Address Box B-239, care Harpware Ace, New 
York City. 

BOOKKEEPER, ACCOUNTANT, OFFICE 
MANAGER, CREDITS, SYSTEMATIZED, 11 
years experience, thoroughly conversant with 
statements of all nature and qualified to meet 
requirements of manufacturer, jobber or retailer. 
Suburban situation acceptable. Highest references. 
Age 32 years, married. Address Box B-230, care 
ancwane Ace, New York City. 








AN OPPORTUNITY FOR MANUFAC. 
TURER OR JOBBER to obtain a man of record 
and character. Successfully represented two hard- 
ware jobbers for a period of twenty years. Well 
acquainted with the retail trade in New York 
State territory. Age 45. Unquestionable refer- 
ences from past employers. Salary moderate. 
Will go anywhere. Address Box B-219, care of 
Harpware Ace, New York City. 








HARDWARE MAN, 23 years of age, ex- 
on worked for six years in leading 
erman hardware stores, is willing to work as 
apprentice; three years in United States, speaks 
English fluently, good schooling here and abroad; 
hest references. Address Franz Schledt, 6445 
Kemper St., Pittsburgh, Pa. 
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SALES OPPORTU NIT TY “WANTED, Young 
man, 30, having managed a retail store, metro- 
politan New York district, for a number of years, 
now desires an outside selling job. Would con- 
sider calling on retail, wholesale, industrial or 
Institutional trades for reputable concern in any 
line. Good sales ability, pleasing personality 
and real, hard worker. Address Box B-236, care 
HARDWARE AcE, New York City. 


TO REPRESENT MANUFACTURER in St. 
Louis, Mo., selling to the Wholesale F'ardware, 
Furniture, Grocery and Dry Goods Jobbers, De- 
partment Stores and Premium Buyers. Have 
twenty years’ experience, well acquainted with the 
different buyers and can produce results. Can 
give excellent references. Roland Kahn, 723 
Syracuse, St. Louis, Mo. 


EXPERIENCED SALESMAN WITH ESTAB- 
LISHED FOLLOWING among hardware and 
house-furnishing jobbers and department stores in 
Metropolitan district desires connection with manu- 
facturer of line salable to those outlets. Address 
Box 237, care Harpware Ace, New York City. 

POSITION as salesman Michigan territory 
hardware or kindred line. Prefer to represent 
manufacturer. Retail hardware experience and 
nine years on Michigan territory for one Hardware 
Jobber. Address Box 233, care Harpware Acer, 
New York City. 














HARDWARE MAN 12 years’ experience de 
sires connection, Hardware, Fousefurnishings 
Paint and Plumbing Supplies. Will also consider 
small investment. “Address Box B-231, care 
Harpware Ace, New York City. 





EXPERIENCED HARDWARE SALESMAN 
desires position with retail or wholesale concern, 
Age 43; married. Twelve years with retail store, 
two years as salesman, ten years manager and 
buyer for same store. Would prefer Texas or 
Louisiana. Can go anywhere in South. Address 
Box B-241, care Harpware Ace, New York City. 





a — 


EXPERIENCED SALESMAN, ten years sell- 
ing the hardware and sporting goods trade of 
eastern New York State. Seven years with last 
employer. A connection in Eastern territory de- 
sired, but not essential. References. Address Box 
226, care Harpware Ace, New York — 








SALESMAN OR REP RESENTATIVE. aa 
middle aged, experienced in the machine, tool and 
die business and trades will act as either or both, 
on a commission basis. Can maintain a small 
repair or service shop. No investments. Ad 
dress David W. Roberts, 621 Decatur St., Brook 
lyn, N. 


WANTED: PERMANENT WORK in Hard- 


ware Store. Can solder, paint, repair pumps, 
harness, drive truck; know hardware line. Mar- 
ried; 36 years of age. Honest, steady, can 


furnish references, and give bond if necessary. 
Address Roy Trester, Centerpoint, Indiana. 








HARDWARE CLERK, Age 40, 2 years’ ex- 
perience retai! store stock inventory amounted to 
about $10,000. Prefer location in Suffolk County 
or Nassau County. Address Box 235, care 
Harpware Ace, New York City. 


83 














COBBLER OUTFITS 


by 
PLYMO UTH | 


COBBLER OUTFITS and Shoe 


Lasts and Stands are in big de- 

mand right now. Shoes are worn 

longer——-men are “half-soling their 

own.” Display Plymouth Cobbler 

sets on your counter and in your 

window and watch them sell. 

P lymo uth Products also inc lude 

“Gem,” “Little Giant,’ “Never 

Fail” and “R & H” Corn Shellers 

ind “Rapid” and “Korn King” 

Grist Mills. Write for catalog 

and low prices. eorOENERg, 
THE FATE-ROOT-HEATH CO. BOOT, SHOE 


CopeLer REPAIRING 





1332 High St., 
Plymouth, Ohio 











0. AMES 


The Shovel That Built America 
AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS. 
Famous A B W. Brands 


O. AMES KNOXALL RED EDGE 
BRONCO MONONGAH PONY 
PACEMAKER HUSKY COAL BLUFF 














LOOK FOR THE TRADE MARK 
ON THE SHANK OF THE BIT 








WOOD BORING TOO 


Sole Manufacturers of the 








Genuine Irwin Bit Since 1885 


The Irwin Auger Bit Company 
Wilmington, Ohio ‘ 


. BS. - oth -—- a 
To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in 34 inch diameter and larger. 





Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 





WATERPROOFED - GUARANTEED 
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Every Home a Prospect 


For more than ninety years the COES 
“Knife-Handle” Wrench has been a pop- 
ular seller for general home use. It is 
easily adjustable and very sturdy—has 
long endurance built into it. 

Sizes: 6” to 31”. Also “Steel- 
Handle” model. 

Ask your Jobber. 


BEMIS & CALL CO. jw eanoware ace 
Springfield Mass. 














Best sellers for 
22 years. Na- 
tionally known. 
, Seven sizes: %”, 
gross sets: 4%” -. kh”, 
1 doz. each 1%”. New '1%” 
} of 4”, %”, size. 

; %” and Refills — Packed 
48 sets of a size 
ih” to %” ina 


DOMES 
OF 
SILENCE 


Insist on the 


D-19 Assortment 
Packed 1/3 









Genuine — ——! carton; 1%” and 

Look for 1% °— 12 sets in 

Name Inside bulk packing 

andl sets 

Each Dome %” to ae in a 

carton; an 

ao mol 114”—800 sets in 
Jobber a carton. 


We protect the 


Hardware Job- 
“ REAM PRICES PER SET—4 PIECES 
ber and Inde 11%” We" (%” 3%” 5%” VY," %” ) 


a 8S, A» 2° 
pendent Mer 30c¢ 15¢ 10c 


chant 
° 35 PEARL ST.. 
Domes of Silence, Inc., yew’ York city 
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p BRUSH-NU COMPANY , 


BALTIMORE MARYLAND ‘ 








SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each thestandard of quality for its particular use. 
"There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 


HARDWARE AGE 

















There’s Gold in These Pails! 


\_-s«KELLOGG’S LINSEED OIL | 
. IN SEALED CONTAINERS iF 





GIVE your linseed oil business a new lease on life. Sell . 
Kellogg's Raw and Improved Boiled Linseed Oils in the WG 
new 5-gallon sealed pails. 


No longer is there any need of handling linseed oil simply 


as a convenience for the customer, without monetary gain ¢ j 
i. to you. When you sell Kellogg's Improved Boiled in these 
hs! fine containers, you're giving the master painter the best 
‘ linseed oil value obtainable. He knows it and is willing to 
pay a better price. 








Pas The 5-gallon sealed pail protects the consumer from in- \4 
| ferior linseed oil substitutes and insures the purity of Kel- hee 
| logg’s Linseed Oils from the crushers to him. For you, as | 
| a merchant, it removes linseed oil from the non-profit class. 








Put Kellogg's Improved Boiled in stock in 5-gallon 
sealed pails. Sell it as the superior specialty it really 
is, at a mark-up that will return a fair profit. Call our ig 





local representative or write for complete details. 





= 


SPENCER KELLOGG AND SONS SALES CORP’N 
Special Oils Department BUFFALO, N. Y. 
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‘DIAMOND EDGE Is A QUALITY PLEDGE” 


Shapleigh National Series No. 1822. 
HARDWARE AGI 








